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Rough Proofs 


Postwar, says Macfadden Publica- 
tions, Ine., demands “the kind of 
jobs that America has stood for 
these 169 years.” 

You mean it all started two years 
before the Declaration of Inde- 
pendence? 


- wie 


Druggists are planning “to prop- 
erly interpret pharmacy to the pub- 
lic,” and it will be a hard enough 
job even with the aid of an occa- 
sional split infinitive. 


_ ae. oe 


The alcohol tax unit of the Treas- 
ury reports it is moving against “a 
mild revival of moonshining.” 

The revival may be mild, even if 
the moonshine is something else. 

. » ¥ 

Thelma Strobel says she has been 
writing since she was 8, and has 
sold everything she’s ever written. 
This may possibly be the explana- 
tion for what happened to The 
Youth’s Companion. 


i 

The Western Conference is happy 
because football fans insist that the 
game be continued in 1944, but this 
is something like asking a confirmed 
toper if he wants’ a drink. 


. = 


Life pats itself on the back for its 
inviting, lucid style of reporting, but 
of course it’s only a very short step 
in journalism from Luce to lucid. 


a 

“I am only too happy to see these 
gentlemen make a lot of money out 
of broadcasting,” remarks your old 
friend James L. Fly, “but—” 

It’s always the “buts” that hurt. 


a 

“Congress will listen,’ says an 
editorial in ADVERTISING AcE. And 
it’s just an interesting coincidence 
that Congressmen listen hardest in 
an election year. 


vwyY 

Not a bit dismayed by Brother 
Westbrook’s revelations about big 
rattlesnakes in Arizona, Jack Pegler 
is going to spend a vacation. there 
before getting back into advertising 
harness. 


. FF 
A lumber association quotes ap- 
vingly from an editorial in Ap- 
VERTISING AGE, and attributes it to 
thinker outside the lumber busi- 
ss.” It’s a big mistake to build up 

ese editorial writers, boys. 

vwr 
Luxor promotes its hand cream 
With an illustration of a luscious 
lady embracing a member of the 
Dposite sex, and then, just to be 
original, refrains from calling it 

Arms and the man.” 
v 
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After tossing folks on the main- 
‘and a Christmas greeting of “Mele 
-alikimaka,” the Honolulu Star- 
3ulletin starts them properly on the 
‘ew Year with a simple “Aloha 
ui loa.” 
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“Unlike most of the photo en- 
ravers’ copy we've seen,” an- 
ounces Stearns & Co. in formidable 
ones, “our ads will not be pretty 
ictures.” 

Aw, shucks. 
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Copy Cus. 


SELLING COPY 


(uh THIS TRACTOR 


1S DIFFERENT 


pal w ws Ml conpereeipaatie 
THIS TRACTOR 
1S DIFFERENT 
is tai 
tire with Forges 
a 
ot » © 


THE FERGUSON SYSTEM 


Typical of product copy being resumed 
by the farm implement and tractor mak- 
ers is this page in farm papers pointing 
up the competitive advantages of the 
Ford tractor and its Ferguson implements. 


C&0 Campaign 
Attracts Record 
Public Acclaim 


Government Agencies, 
Industry Use ‘Free 
Enterprise’ Copy 


Cleveland, Dec. 22.—Because the 
people eventually decide all matters 
of public policy, the Chesapeake & 
Ohio Railway has been presenting 
the case for responsible free enter- 
prise in its newspaper advertising 
campaign—a drive that has pro- 
duced an “astonishing” response— 
the road reported this week in its 
redesigned company publication, 
“Tracks.” 

Reviewing the 1943 campaign, the 
C&O and its associated lines, Nickel 
Plate and Pere Marquette, said the 
advertising “has been getting almost 
as much mail as a movie star.” 

Walter Winchell proposed in a 
recent broadcast that one of the 
C&O series, a highly emotional 
piece of copy headlined “Missing,” 
placed in about 200 newspapers as 
well as Business Week, Time and 
United States News (AA, Sept. 13), 
should be given a Pulitzer prize. 
The same copy was used by the 
Treasury to sell war bonds, and by 
Red Cross chapters to secure blood 
donors. 


Read Into ‘Record’ 


The subject matter of another 
C&O ad, “The Trunk of a Tree,” 
was read into the “Congressional 
Record.” It strongly defended the 
railroads against those who would 
“regiment” them, placing them on a 


(Continued on Page 40) 
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Makers Resumé. ‘ 
Product Copy 


Campaigns Reflect 
Stepped-Up Quotas, 
More Materials 


i 


Chicago, Dec. 23.—An interesting 
sign of the times, indicating an 
improvement in the production situ- 
ation, is the resumption of product 
advertising by leading manufactur- 
ers of farm implements and tractors. 
Increased production quotas set for 
the industry by WPB and reason- 
able success in obtaining materials 
and parts under the current year’s 
program are again suggesting the 
advisability of product advertising 
of tractors and other leading items 
of farm equipment in order to 
maintain demand and brand pres- 
tige. 

The WPB allotted to the entire 
farm equipment industry a total 
of 900,000 tons of materials for 
the year July 1, 1943, to June 30, 
1944. This is approximately 80% 
of the consumption in 1940, and will 
enable the industry to produce more 
than 150,000 tractors, for example. 
Most of the important equipment 
items will still be rationed, since 
there will not be nearly enough to 
go ’round. In addition, 20% of total 
production will go into a national 
pool, to be distributed as directed 
by the War Food Administration. 

Manufacturers are finding mate- 
rials easier to get than heretofore, 
though there are notable difficulties 
in the way of obtaining sufficient 
quantities of bearings, automotive 
valves and other items which are in 
demand not only by the farm im- 
plement industry but by manufac- 
turers of aircraft. WPB expediters 
have been put in the field for the 


purpose of assisting in obtaining 
critical materials for implement 
production, since increasing the 


supply of farm machinery is one of 

the key objectives of the War Food 

Administration program. 
Reemphasize Repair Work 


In spite of the fact that produc- 
tion of new machines will be greatly 


TWO DECADES 


FARMALL Leads the Way TODAY 


Farm implement copy integrated with 

the over-all program of the War Food 

Administration is exemplified in this In- 

ternational Harvester Co. advertisement, 

which marks the 20th anniversary of the 

Farmall tractor and Farmall system of 
farming. 


(Continued on Page 41) 


Postwar Jobs Are 
First Requisite, 
Barton Tells AFA 


New York, Dec. 22.—The number 
one project “we all need to roll up 
our sleeves for” is getting the post- 
war jobs ready and—after that— 
keeping them going, Bruce Barton, 
chairman of the board, said this 
week in a special Christmas mes- 
sage to members of the Advertising 
Federation of America. 

“Like charity, readiness for peace 
begins at home,” Mr. Barton said, 
declaring that the material expres- 
sion of the concept of peace to mil- 
lions of Americans is “continuous 
opportunity to work and earn and 
save.” 

“We shall most intelligently and 
realistically take our part among 
the nations in seeking lasting inter- 
national peace if we learn how to 
take care of our own country and 
its people first,” he continued. 

“To the men and women of the 
Advertising Federation of America 
is given special opportunity and 
responsibility for leadership in 

(Continued on Page 41) 


Last Minute News Flashes 


Sundberg to Direct Transitads Promotion 
Chicago, Dec. 24.—Carl] Sundberg, who resigned as promotion manager 
of The Branham Company to organize and manage the promotion de- 


partment of the Chicago Sun, and 


who has been an executive in the 


Chicago office of WPB for the past six months, has joined National 
Transitads, Inc., Chicago, as promotion manager. 


Waste Paper Collections In 


Sharp Upturn 


New York, Dec. 24.—The success of the newspaper waste paper collec- 
tion drive is reflected in the announcement here today that for the first 
time this year, during the week ended Dec. 11, waste paper tonnage re- 
ceived by the mills exceeded by a small margin the tonnage of finished 


products. 


Detailed WPB figures will be released shortly. 


Entire Ward Baking Account Goes to JWT 
New York, Dec. 24.—J. Walter Thompson Company has been appointed 
to handle the entire advertising account for Ward Baking Company ef- 


fective Jan. 1. 
tising for several years, but the new 


The agency has directed a large portion of Ward’s adver- 


appointment adds the Chicago mar- 


keting area, and places the entire business with JWT. 


Hires Signs for Blue Network Program 


Philadelphia, Dec. 24.—Charles E. 


Heidt and his orchestra over 134 Blue Network stations Mondays 


Hires Company will sponsor Horace 
at 


7 p. m., EWT, beginning Jan. 24. N. W. Ayer & Son is the agency. Shel 
don, Quick & McElray continues as the Hires agency for publication ad- 
vertising. The half-hour radio program will be rebroadcast at 10:30 p. m., 


EWT. 


Esso Posters Support ‘March of Dimes’ 

New York, Dec. 24.—Esso Marketers will use outdoor advertising to 
support the National Foundation for Infantile Paralysis during January 
in its annual March of Dimes campaign. The Foundation’s “Help Me 
Win My Victory” poster will appear on key Esso panels throughout the 
company’s territory of 18 states and the District of Columbia. 


Newsprint Slash 
fo Hold, Nelson 
Tells Publishers 


U. S. to Build 
Stockpile of ‘Extra’ 
Canadian Supply 


Washington, D. C., Dec. 23.—De- 
spite assurances of larger Canadian 
shipments of newsprint than had 
been expected, the War Production 
Board decided this week against 
relaxing the sharp cut planned in 
1944 allotments to newspapers. 

Following earlier recommenda- 
tions of the various industry ad- 
visory committees, the WPB an- 
nounced Monday that paper tonnage 
allocated to all graphic arts indus- 
tries next year will be approxi- 
mately 75% of 1941 consumption, 
resulting in a scheduled saving of 
1,250,000 tons of paper for the year. 
Prior to this announcement, it was 
revealed at Ottawa that Canadian 
authorities have revised upward 
their estimates of the newsprint 
that can be supplied U. S. news- 
paper publishers during the first six 
months of 1944, when 200,000 tons 
a month are to be supplied as 
against an earlier forecast of only 
182,000 tons. 


Will Start Stockpile 


WPB Chairman Donald Nelson 
declared, however, that the govern- 
ment will build up a stockpile of 
newsprint from the Canadian ship- 
ments in excess of the 182,000-ton 
quota, adding to available supplies 
for the last half of the year, indi- 
cating that the newsprint cut will 
remain at an estimated 23.6% for 
the first quarter of ’43. The slash 
is scheduled to go into effect Jan. 
1 without further consultation with 
the industry advisory group, he 
indicated. 

Under the WPB stockpile plan, 
individual publishers will not be 
able to replenish their own de- 
pleted inventories although the 
government itself will be setting 
aside the extra Canadian newsprint. 

Under the proposed order for 
newspapers, use of newsprint for 
this sector of the publishing indus- 
try will be limited by 23.6%, with 
larger metropolitan papers absorb- 
ing reductions of more than 25% 
under a graduated scale. 


Uses Sliding Scale 


The industry advisory committee 
for newspapers in mid-November 
recommended to WPB that, under 
the sliding scale principle, the first 
quarter cut be apportioned among 
papers according to size, letting 
small publishers escape virtually 
untouched while 140 larger news- 
papers using more than 1,000 tons 
per quarter would have to reduce 
consumption up to as much as 30%. 

The proposed scale provides that 
a newspaper using only 50 tons of 
paper quarterly would save 2% per 
quarter; a newspaper using 500 tons 


per quarter, 8.8%; 2,000 tons per 
quarter, 19.2%; and 20,000 tons, 
23.52%. These cuts are in addition 


to the 5% saving which publishers 
expect to make by basing paper 
quotas on adjusted 1941 usage. 
The committee at that time re- 
vised the limitation order, L-240, 
retaining 1941 the base year, 
with an adjustment for the percent- 
age of new paid circulation increase 
in the fourth quarter of ’42 over the 
same quarter of ’41. The quarterly 
quotas would be based on 100% of 
1941 usage for net paid circulation, 
plus 3% for wastage, plus “the per- 
centage of increase of its net paid 
circulation of the fourth quarter of 
1942 over the fourth quarter of 
1941.” The committee also recom- 
mended a “saving” clause under 
which paper saved within the quota 
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might be carried over to the next 
quarter. 

The magazine industry advisory 
group recommended to WPB late 
in October that a new 15% slash go 
into effect Jan. 1 for users of 25 
tons or more of paper per quarter, 
bringing the total allotment down 
to 75% of 1942 usage for large 
users. Consumers of 5 to 25 tons 
per quarter would be limited to 
90% of 1942 usage, while publish- 
ers requiring five tons or less per 
quarter would be allowed their 1942 
figures without curtailment. 


15% Borrowing Permitted 


The magazine industry’s paper 
savings during the current year are 
expected to exceed the 10% re- 
quired under the present limitation 
order, L-244, and may amount to 
11%. Inventory provisions under 
the new order probably will permit 
publications to have 45 days’ supply 
of print paper. Both the industry 
and WPB officials agreed that the 
more drastic limit in the paper con- 
servation order, M-241, which would 
set magazine inventories at 30 days’ 
supply, would be too severe. Pres- 
ent provisions for saving and bor- 
rowing from established quotas 
would be retained, permitting users 
to borrow up to 15% from the next 
quarter’s allotment, and to use paper 
saved from previous quarters. 

WPB estimates that under °44 
limitations, magazines will be cut 
from the 941,000 tons used in 1942 
to a total of 711,500 tons next year. 


Book publishers, who used 142,036 | sale. 


Pow glen 


tons last year, will be cut to a total 
of 108,280 tons in ’44. 

In the commercial printing order 
(L-241), over-all cuts of 25% for 
1944 are likewise called for, com- 
pared with existing regulations call- 
ing for a cut of 15% from 1941 
levels. Because of seasonal fluctua- 
tions in demand, commercial print- 
ers are permitted to borrow tonnage 
from one quarter to another in the 
same manner that magazines may 
borrow, with the important differ- 
ence that commercial printers are 
specifically limited in their use of 
paper during the 1944 calendar year 
and subsequent years to 75% of the 
paper they used in 1941. 

In addition, the 1944 version of 
L-241 will include the provision set 
up in the commercial printing order 
for the last quarter of 1943, whereby 
publishers of catalogs issued more 
frequently than once every four 
years, directories (except telephone 
directories) and shopping and free 
distribution newspapers are given 
quotas of their own. This means 
that regardless of whether a printer 
is willing and able to supply the 
paper, catalogs, directories and 
shopping newspapers may not use 
more than 75% of their 1941 base 
during 1944. 


Defines Catalogs 


For purposes of the order, cata- 
logs are defined as units of 12 or 
more bound pages listing, describing 
or illustrating goods or services, and 
offering these goods or services for 
Under these regulations, no 


one may legally issue a catalog 
during 1944 which consumes more 
than 75% of the paper used for 
catalog purposes by that individual 
or organization in 1941; and no 
organization which did not issue a 
catalog or catalogs in 1941 may 
issue one in 1944, unless it first ap- 
plies to WPB for authority to use 
paper for such catalogs. 

An important change will also be 
made in the book limitation order 
(L-245), it is reported. During 
1943 book publishers were per- 
mitted to use each other’s quotas, 
through the use of joint imprints, 
etc. Under the new order, it is 
reported, this practice will be 
severely discouraged through provi- 
sions which will require that no 
book may be published except 
under the imprint of the publisher 
whose paper is being used, and that 
no publisher may use his paper in 
producing a book whose copyright 
is owned by another publisher. 


HANSON NAMED CHIEF 


~ Washington, D. C., Dec. 30.—Car- 
roll"Hanson, former senior audito: 
of the Audit Bureau of Circulations 
has been appointed chief of th 
WPB newspaper section, H. M. Bit- 
ner, director of-the Printing anc 
Publishing section announced today 

Mr. Hanson, who will be ir 
charge of administering the news- 
print limitation orders, will succeec 
Matthew G. Sullivan, who has re- 
signed to return to his position as 
general circulation director of the 
Gannett Newspapers. 


ENGINEERING 
HEADQUARTERS 
a FOR THE METAL 
INDUSTRY 


Advertising Age, December 27, } \4) 


TIDE WATER FEATURES 'CITIZEN SOLDIER’ 


You, too, 
should be a 


CITIZEN 
SOLDIER 


Tide Water Associated Oil Co. features the “citizen soldier” in its current cam. 
paign in West Coast newspapers, magazines, car cards and outdoor posters. 
This 24-sheet, posted at key points throughout the West, illustrates a typical 

American family group active at war 


Ad Council Issues 
Security Guide 


New York, Dec. 22.—The War 
Advertising Council in cooperation 
with the Office of War Information, 
Army, Navy and Federal Bureau of 
Investigation this week released a 
new campaign guide urging adver- 
tising support of the government’s 
intensified program to prevent care- 
less talk. 

Outlining the background of the 
security campaign, with statements 
by Gen. George C. Marshall, Ad- 
miral Ernest J. King and FBI Di- 
rector J. Edgar Hoover, the folder 
emphasizes that the program’s scope 
makes essential the use of every 
possible advertising and promotional 
medium. 

Copy and layout suggestions for 
full-page ads devoted entirely to 
the security of war information 
theme are offered, as well as drop- 
in units to be included in regular 
product advertising. Also listed are 
poster, radio, direct mail and point- 
of-sale display suggestions. 

The Council’s volunteer agency 
on the campaign is Newell-Emmett 
Company, with A. O. Buckingham, 
Cluett-Peabody Company, as cam- 
paign manager. 


Lewis Made Manager 


of American Network 


William B. Lewis has been named 
executive vice-president and gen- 
eral manager of the American Net- 
work, Inc., New York, effective on 
or about April 1, after completion 
of the nationwide program study he 
is making for the Columbia Broad- 
casting System. Mr. Lewis formerly 
was vice-president in charge of pro- 
grams for CBS and subsequently 
chief of the radio bureau, OWI. 

John Shepard 3rd was reelected 
president of the network; Walter J. 
Damm, vice-president, and Robert 
Ide, secretary-treasurer. 


Joins Catherine Blondin 


Dorothy Lindner, formerly with 
Good Housekeeping and the gen- 
eral advertising department of the 
Hearst Newspapers, New York, has 
joined the publicity organization of 
Catherine Blondin Associates, New 
York. 


Kokins Heads Telechron 
I 


. W. Kokins, vice-president of 
Warren Telechron Company, Ash- 
land, Mass., since 1935, has been 


named president. He succeeds H. E. 
Warren, company founder. 
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duties while their boy is at the front 


Tide Water Gives 
Color Prints of 
War Posters 


San Francisco, Dec. 21.—Sup- 
porting the war effort by repeating 
important government messages 
and at the same time answering the 
hobbyist’s urge for colorful col- 
lectors’ items, Tide Water Asso- 
ciated Oil Company is giving away 
at each of its stations miniature re- 
productions of famous war posters, 
together with 16-page albums to 
hold them, 

The idea originated when it was 
discovered that a new species of 
collector was carrying off war post- 
ers on display. To keep the posters 
on the boards and yet spread their 
messages further, Tide Water se- 
lected 50 of the most forceful and 
attractive ones and had them repro- 
duced in full color, reduced to 
2x3% inches. A half million of 
each design will be released twice 
a week, so it will take a half year 
to collect the full set. By offering 
the poster miniatures free to all 
comers, the company hopes to en- 
courage customers and non-custom- 
ers to visit its stations repeatedly. 

Subjects include the popular Four 
Freedoms, by Norman Rockwell, 
recruiting posters for all branches 
of the armed services, salvage, pro- 
duction incentives, women in war, 
bond purchasing, etc. 

At the same time the company’s 
current advertising—in radio, news- 
papers, Magazines, outdoor posters 
and car cards—is tuned to a war 
theme, the “Citizen Soldier.” Copy 
in West Coast newspapers and mag- 
azines, as well as pasters, features 
“Jimmy’s Family,” a typical Amer- 
ican home group which is unceas- 
ingly active at war duties while 
Jimmy is at the front. 


Teele Returns to Harvard 


Dr. Stanley F. Teele, deputy di- 
rector of the WPB procurement 
policy division, has resigned to re- 
sume the post of associate professor 
of marketing at the Harvard Gradu- 
ate School of Business Administra- 
tion. 


. 7” . 

NJ’ Cuts Size 

National Jeweler, Chicago, 
reduced its depth three-eighths of 
an inch to 8% inches. Bleed pases 
are the only ones affected, since ‘he 
type-page dimensions remain wun- 
changed. The publication also 15 
switched from saddle-stitching “© 
side-stitching. 


Tee Baaweam Company, Nat 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
| market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 

—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


E CHICAGO SUN Ee 


CHICAGO'S MORNING TRUTHpope 


: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 


Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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Your 8.5 billion dollar mass feeding, mass hous- 
ing market is made up of the following institu. 
tions which constitute 


the reader audience of 
INSTITUTIONS Magazi 


© HOTELS 
© HOSPITALS 
© SCHOOLS 
© RESTAURANTS a 
© INDUSTRIAL CAFETERIAS + 
© COLLEGES Bi. 

© PUBLIC INSTITUTIONS 
ee at bd YMCA ‘S and YWCA's 
j © RAILWAY SYSTEMS 
© STEAMSHIP LINES 

* PUBLIC BUILDINGS 

, : © OTHER INSTITUTIONS 
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In Washington... 


Reconversion fo 
Civilian Goods 
Piles Up Problems 


Washington, D. C., Dec. 21.— 
Established war agencies become 
increasingly alarmed at the prob- 
lems of reconverting American in- 
dustry to production of civilian 
goods as the day for initial recon- 
versions draws near. 

With many materials already 
available, and production cut-backs 
providing factory space and even 
manpower, WPB officials, particu- 
larly, are finding it difficult to post- 
pone much longer the release of fa- 
cilities and materials for some badly 
needed consumer programs. 

Officials now must decide whether 
one unit in an industry should be 
permitted to reconvert while its 
competitors continue to do war 
work. Such a decision might easily 
endanger the postwar market posi- 
tion of many firms which are patri- 
otically filling huge orders. 

Another alternative would be to 
hold up reconversion of an indus- 
try until most or all of its members 
are free of war commitments. De- 


| 


lay and unemployment would be 
the disadvantage of such a policy. 
Finally there are those who pro- 


| . . 
| pose partial reconversion for many 


firms, with each producing a share 
of the new consumer goods. Among 
the many arguments against such a 
policy would be the inefficiency of 
small scale production. 

Donald Nelson has warned that 
no conversions will be considered 
unless the firm involved can prove 
beyond doubt that the release of 
manpower, facilities and materials 
will in no way interfere with the 
war program. Yet even Mr. Nelson 
admits that it is not too soon to 
study the problems involved in de- 
mobilizing industry. 

Some officials studying the many 
aspects of the reconversion problem 
argue that each unit of an industry 
should be permitted to reconvert as 
soon as its war orders are filled. Ad- 
vocates of this theory contend that 
postwar markets would be so large 
that other segments of the industry 
will easily catch up, while critics of 
the plan say that the early birds 
would win valuable distributor and 
supplier contacts, and competitive 
advantage with the public. 

Another line of thought favors 
production by a single plant in an 
industry, with distribution appor- 
tioned so that merchandise organ- 
izations of all members of the in- 
dustry could participate. While rul- 
ing out “Victory models,” this group 
has not determined a policy on 


brand names. 


A policy on reconversion will 


|have to be determined before Mr. 


Whiteside’s Office of Civilian Re- 
quirements can make any of the 
electric irons or washing machines 
or electric refrigerators it wants. 
The matter has already come be- 
fore several industry advisory com- 
mittees, so a decision may be ex- 
pected within a few weeks. 
bg ok tk 


The departure of Congress Tues- 
day to commune with its constitu- 
tents over the holiday was accepted 
here as a desirable event. During 
its first session the 78th Congress 
had done little to warrant the re- 
spect of observers. 

Its weaknesses in the race of 
pressure groups have embarrassed 
those who had expected that a 
strong legislative branch would act 
as check on the activities of the ad- 
ministration. Instead, the Congress 
came up with the Eastland soldiers 
vote bill; the fight against con- 
sumer subsidies, and the highly in- 
flationary wage increase for railroad 
workers and price boost for oil. 

When Congress returns, prompt 
passage of a compromise soldiers’ 
vote bill may be expected, and 
members may wisely be inclined to 
devote some attention to demobiliza- 
tion, where the administration has 
been so slow that its position is 
vulnerable. 

ok % 

A new price order for women’s 
hosiery, providing ceilings on trade- 
named lines, is nearing completion 


at OPA. It will be issued as a con- 
cession to dealers who claimed 
higher marketing costs for branded 
merchandise. . . The War Depart- 
ment reports that $4,500,000,000 of 
$17,900,000,000 in prime supply con- 
tracts last year went to firms with 
less than 500 workers. 

ok co * 

The War Labor Board delivered 
prompt service Monday when mem- 
bers of the District of Columbia 
chapel of the International Typo- 
graphical Union struck against the 
four daily newspapers here, in vio- 
lation of a collective bargaining 
agreement. Condemning the union 
action, the WLB had the printers 
back to work within 24 hours, but 
not before they had been warned by 
a labor member of the board that 
such undisciplined conduct would 
lead to labor legislation which 
would make the Smith - Connally 
Act seem mild. 


R&R Schedules Drive 


Ruthrauff & Ryan, New York, has 
scheduled space in six Boston, New 
York, Philadelphia and _ Detroit 
newspapers and in seven business 
publications to tell manufacturers 
that competition after the war will 
be keener than ever before and that 
the manufacturer whose advertis- 
ing “fails to get out and dig” will 
fall by the wayside no matter how 
good his product. 

The copy offers factual data on 
how advertising may be geared to 
meet postwar competition. 


rc 
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SAFE VOYAGE ASSURED FOR 
POST-WAR PLANS 


Entrust your post-war plans for booming Latin-Ameri- 
can business to the great good ship "SS *BPIC™ and 
safe conduct is yours! This noble craft is plying the 
trade-ways between the United States and South 
America loaded to the gunwales with a sales-generat- 


ing, confidence-building cargo. 


It's making prompt 


and timely deliveries of informative, interesting, 
friendly subject matter to consignees throughout Latin 


American industry, construction, engineering and the 


drug and automotive trades. 


These consignees have 


a lot of money to spend for your products. 


*B.P.1.C. Specialized Export Publications reach the 


people you want to sell! 


Make your post-war plans 
an important part of *BPIC's next cargo. 


It's sailing 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGrew-Hill Publishing Co. Inc, and Chilton Co., Inc.) 
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Start New Drive 
for Del Monte 
in Magazines 


(Picture on Page 43) 
San Francisco, Dec. 22.—A two. 
fold purpose, to show women hoy 
to use food more wisely and tp 
remind them of Del Monte quality 
marks the new fall and winte 
national magazine campaign of the 
California Packing Corporation, jp 


behalf of its line of Del Monte 
canned goods. 
Full-page, four-color advertise. 


ments will appear between now and 
February in women’s magazines 
Look and The Saturday Evening 
Post. The women’s magazine sched. 
ule includes American Home, Bet. 
ter Homes & Gardens, Good 
Housekeeping, Household Magazine. 
Ladies’ Home Journal, McCall’s 
True Story and Woman’s Home 
Companion. 

As an introduction to the cam- 
paign, two large-space newspaper 
advertisements appeared during 
November in more than 400 news- 
papers throughout the country 
These ads were aimed at reducing 
“America’s Waste-Line” in support 
of the government’s “Food Fights 
for Freedom” program. Each ad 
carried a nine-point check list for 
waste-prevention. Prominent re- 
minder panels in the magazine ads 
follow up by repeating the check 
list. 

Magazine copy makes no special 
sales appeal for any particular 
product, but rather invites women 
to judge Del Monte quality on the 
basis of their own wartime experi- 
ences. 


Automatic Names 
Lewis & Gilman 


Automatic Coal Burner Company, 
Philadelphia, distributor of auto- 
matic anthracite coal-burning equip- 
ment, has appointed Lewis & Gil- 
man, Philadelphia, to handle its 
advertising. 

The company, backed by several 
large anthracite operators, is en- 
gaged in a long-range campaign to 
stimulate the use of anthracite by 
introducing generally in the Atlantic 
seaboard states modern thermo- 
statically-controlled anthacite-burn- 
ing devices and offering various 
furnace-tending services. (AA, Nov 
8.) Newspapers are being used cur- 
rently in Lansdowne, Pa., and Al- 
bany, N. Y. 


Durstine Opens Office 


Ellis Travers, former director of 
advertising and public relations for 
the manufacturing division of the 
Crosley Corporation, Cincinnati, has 
been named to head the new office 
being opened in Chicago by Roy S 
Durstine, Inc., New York and Cin- 
cinnati agency. 


———— 
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This Man has Heard More Radio Programs 
than Anyone Else in the World 


E listens to NBC radio programs eight hours a day, five 
H days a week. And he’s been doing it for sixteen years. Out 
in Port Washington, Long Island, where WEAF, key station 
of the National Broadcasting Company, has its towering 
transmitters, he and another engineer report for work every 
morning. By the time the first program is ready to go on 
the air, they have checked a hundred dials and controls and 


instruments. 


Then they start listening. Listening not as you and I do, 
but with a feel for sound. The slightest irregularity in trans- 
mission, the minutest deviation from the exact volume set for 
it, is detected by the expert ears of these men even before it is 


indicated on the dials. They correct it instantly. 


It is the job of these two men, and the two who replace 


them on the second shift, to just sit there and “listen to it perk.” 


It is lonely, tiring, unexciting work. 


Yet it has to be done to assure the most perfect reception 
possible in the homes of the millions of listeners who tune to 


NBC all through the day. 


So it’s no accident that one of these four NBC engineers 
has been on the job for 16 years, and another for 15 years. It’s 
no accident that even in this routine, little-known, inconspicu- 


ous phase of broadcasting, NBC has aimed for perfection. 


For it is the NBC credo that no job in broadcasting is too 
small not to be done perfectly. This painstaking attention to 
every detail, this uncompromising insistence on achieving 
broadcasting at its best throughout, are some of the things that 
make NBC “The Network Most People Listen to Most.” 


—The National Broadcasting Company 


America’s No. 1 Network —A SERVICE OF RADIO CORPORATION OF AMERICA 
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Economic Center 
of Gravity Shifts 
to South, West 


Washington, D. C., Dec, 22.—The | 
center of gravity of American eco- | 


nomic life has shifted markedly 
westward and southward during the 
war, according to a study entitled 
“Regional Shifts in Population, 
Production and Markets 1939-43,” 
released by the Department of 
Commerce. 

Analyzing significant changes in 
the geographic distribution of the 
American people and their economic 
activity, the report shows a dra- 
matic rise under a wartime condi- 
tion of the Pacific and east south 
central regions, and a relative de- 
cline for the traditionally populous 
middle Atlantic region. 

Prepared by K. C. Stokes of the 
business structure unit in the Bu- 
reau of Foreign and Domestic Com- 
merce, the statistical series includes 
data’ by regions and states on war 
output, population, employment, in- 
come payments, number of oper- 
ating business firms, bank debits, 
consumer spending and _ electric 
power consumption. 

The publication was especially 
prepared at the request of business 


firms for use in analyzing markets 
and planning wartime distribution 
activities. Particular emphasis is 
placed upon the facts—upon what 
has happened, Dr. Amos E. Taylor, 
director of the Bureau of Foreign 
and Domestic Commerce, points 
out, adding that no effort is made 
to predict whether or to what ex- 
tent recent changes will carry over 
into the postwar era. 

The study shows that the over-all 
shift from areas of relative loss to 
those of relative gain has affected 
from 2% to 5% of our total eco- 
nomic activity, while the shift in 
population involves only 2% or 
approximately 2,500,000 people. The 
shift in income payments amounted 
to nearly 5%, or more than 5,000,000. 

The wartime program of new cap- 
ital investment, the study shows, has 
encouraged geographic defusion of 
America’s industrial plants. In some 
of the areas, however, the growth 
represents merely an extension of a 
trend that had been noted before 
the war. 

The Department of Commerce 
records show that even in the era 
preceding industrial mobilization 
new investments were flowing into 
less industrialized regions more rap- 
idly, relative to the amount of man- 
ufacturing already there, than into 


New England and the middle At- 
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_| have completed at least a year of 
service. 


lantic states. Postwar prospects of 
the wartime boom “areas, the de- 
partment reiterates, will depend ‘in 
a large measure upon the extent to 
which war production facilities can 
or will be converted to civilian out- 
put, as well as upon the timing of 
the conversion. 


Bituminous Coal 
Campaign Swings 
Into High Gear 


New York, Dec. 22.—The long 
awaited advertising campaign of the 
bituminous coal industry, which has 
been in formation since last spring 
and which was preceded by two 
token advertisements in October 
and November, was launched on a 
regular schedule last week in seven 
national magazines and a long list 
of business papers. 

Results of a field research job 
completed last June serve as the 
motif of the current full - page 
advertisement placed by the Bitu- 
minous Coal Institute, of which 
Harry Vawter, formerly New York 
manager of The Saturday Evening 
Post, is general manager. 

Given impetus by a _ $400,000 
budget, the campaign now endeavors 
to answer many questions in the 
public’s mind concerning the coal 
industry. 

Late last June the Bituminous 
Coal Institute, set up as a promo- 
tional agency for the coal industry 
by the National Coal Association, 
interviewed people on the street 
who appeared to earn $2,500 or 
more a year. 


McCann-Erickson Makes 
Executive Changes 


McCann-Erickson, New York, has 
elected the following vice-presi- 
dents: W. E. McKeachie, creative 
director; E. F. Wilson, media; R. E. 
Thompson, copy chief, all of the 
New York office; A. A. Sommer, 
Cleveland manager, and R. B. Don- 
nelly, Minneapolis manager. 

The agency also named four new 
directors: C. B. Robbins, executive 
vice-president; C. A. Hoppock, New 
York director of merchandising re- 
search; J. J. McCarthy, account 
group head, and D. C. Hight, De- 
troit manager. 


Employes Share Profits 


Employes of the Gannett Com- 
pany, publisher of the Democrat and 
Chronicle and Times-Union, Roches- 
ter, N. Y., will share 15% of the 
1943 profits, Frank Gannett, presi- 
dent, has announced. He revealed 
similar action had been recom- 
mended for 19 subsidiary news- 
papers. Profit-sharing checks will 
be distributed to employes who 


Asked About Union 


These individuals were asked if 


x 


4 


DEDICATED TO THOSE WHOSE CONVICTION IS “Tl 
INDIVIDUAL ENTERPRISE AND WHO ADVERTISE 
NOW TO INSURE ITS CONTINUANCE 


they had read about the controversy | 
'between John L. Lewis and the coal | 
|mine operators. If they said “Yes,” | 
|the interviewer inquired if the) 
newspaper reports had supplied all 
necessary information. 

As a parting shot subjects were | 
asked, “Are there two or three ques- | 
tions you would like to have} 
answered?” These questions and 
the answers have been incorporated 
in Bituminous Coal’s new insertion, 
headed, “What do you want to know 
| about the coal industry?” 

Typical questions used in the first | 
ad include: “Why are there more 


strikes in coal mining than in other | house furnishing publications. Mac 
industries?” “Why don’t you give | Advertising Agency, Peoria, has 
“3 miners better working conditions?” | been named to handle the account 


| 230 N. Michigan Ave. 


| president and treasurer; and Harry 


| treasurer of Benson & Dall, Chicago 


| metal 
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in company stores?” 

Copy emphasizes that bitumi o 
coal is by far America’s most im 
portant fuel and therefore the yb ¢ 
lic has a right to know what .ing | 
of industry is providing this o,f © 
today. Text points out: “We aye 
invited thousands of people to ep F: 


and “Why do miners have to by [) 


us their questions—and in a 
of advertisements such as this, ye’ 
try to answer the ones which ¢e 
to have the best interest.” 


Production Emphasized Sa 
The first advertisement, » hich t 
appeared in October, built up oity.ff | 
minous coal as America’s chief 


source of power and emphasized 4 
that more coal was produced in i949 
than ever before in history, des; 
the loss of some 70,000 trai | 
workers to the armed forces ang 2 
war plants. ni 
Headlined “War worker and rec. *' 
ord breaker,” the second insertion} 
played up the fact that withoul§ 
bituminous coal there could be me 7 
steel production and that coal js 


actually a war worker. n 
Bituminous Coal’s advertising & 
budget has been set up from April, tl 


1943, to April, 1944. Alluding to the * 
advertising appropriation for 19448 
Mr. Vawter told ADVERTISING AcE 
“There will be more dollars avail. 
able.” 

The account is handled by Arthur 
Kudner, Inc. 


United Advertising 


Companies Changes Name 

United Advertising Companies, 
Inc., Chicago, has changed its name 
to O'Neil, Larson & McMahon and 
plans to occupy larger quarters at 


on tas Od Ott oo bt oo be & OF 


Principals in the reorganized 
agency are N. J. McMahon, presi- 
dent of United; E. H. Larson, vice- 
O'Neil, 


formerly secretary and 


Aluminum Co. Buys Space 


National Aluminum Mfg. Com- 
pany, Peoria, Ill., a new advertise: 
will start using space in January i: 
industry and hardware and 


ARTIME NECESSITY SPURS 
American ingenuity to create 


ideas 
for the use of existing products, ways to 


new materials, products, 


ease rationing and shortages, and_ pack- 


ages for old products. There’s a real public 


| WORCESTER, 


Massachusetts 


_ Effective Buying Income 


appreciation for such education and assist- 
ance through advertising that will be 
translated into profitable peacetime sales. 


Advertising—wisely planned, placed, and adequately continued— 
cheaply and efficiently enlarges the use of a product or provides 
the basis for an enlightened, intelligent public opinion. 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK . . .World-Telegrom 


For the year ending Sept. 30, 1943, Sales Managemen! 
estimates Worcester’s effective buying income at $1,408 
per CAPITA—a gain of 19 per cent over Worcester’s 
__ ewn high figures for 1942. 


| Total Buying Power 
| (Same source, same period) 


WORCESTER. . . $274,603,000 
WORCESTER COUNTY 582,719,000 
Population: Worcester City Zone 235,125. City and Retail 
Trading Zones 440,770. The Telegram-Gazette gives 


blanket coverage of this solidly prosperous area — one 
of the great MUST Markets of New England. 
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Dancer-Fitzgerald 
farts with 206 
b-5-H Staff Men 


*hicago, Dec. 23.—A total of 206 
former staff members of Blackett- 
S.mple-Hummert will switch over 
to the Dancer - Fitzgerald - Sample 
benner Jan. 1. D-F-S, as reported 
in the Sept. 20 issue of ADVERTISING 
Acs, will occupy the present quar- 
ters of Blackett-Sample-Hummert 
in Chicago, New York and Holly- 
wood. The new agency which Hill 
Blackett will conduct under his own 
name after the first of the year will 
start out with offices in Chicago, 
and will stay in the same building 
which now houses Blackett-Sample- 
Hummert. 

Dancer-Fitzgerald -Sample made 
no official announcement of its cli- 
ents, except indirectly, in releasing 
the names of its top personnel and 
their assignments. Most of these 
names were revealed earlier. 


Personnel Listed 


In addition to the three partners, 
account executives in the Chicago 
office of Dancer-Fitzgerald-Sample 
include Paul Keenan, who will be 
treasurer of the agency; David D. 
Brown, account executive of Proc- 
ter & Gamble (Oxydol), assisted by 
Robert F. Hussey and James S. 
Lind; Kenneth Beirn, who handles 
P & G’s Dreft; Thomas L. Greer, 
account executive on General Mills 
(Gold Medal flour and Kix); Joseph 


‘ ’ . 

To ‘Grocer’s Spotlight’ 
Edmund W. Beatty, former vice- 
president and treasurer of Whipple 
& Black Advertising Company, De- 
troit, has been named general pub- 
lication manager, effective Jan. 1, of 
the Louis R. Shamie publications, 
Grocer’s Spotlight, Michigan Restau- 
rant Reporter and Michigan Drug 
Store News, Detroit. 


To Air Cubs, Sox Games 


WJJD and WIND, Chicago, have 
contracted for the exclusive broad- 
casts of all games, respectively, of 
the Chicago Cubs and Chicago White 
Sox in 1944. 


Doremus Promotes Five 


Doremus & Co., New York, has 
named five members of its staff as 
vice-presidents, one promotion being 


made in the Boston office. Pro- 
moted in New York are Dewey B. 
Holland, W. Howard Millar, George 
A. Erickson and William J. Kelley, 
and in Boston, Charles W. Morse. 


Simonson Joins Mathes 


Warren Simonson has joined J. M. 
Mathes, Inc., New York, as head of 
the agency’s export advertising de- 
partment. Mr. Simonson was for- 
merly president of Standard Oil 
Company of Brazil. 


Gillette Signs Games 


Gillette Safety Razor Company, 
Boston, has signed to broadcast all 
1944 home games of the New York 
Yankees and New York Giants. 
WINS, New York, will carry the full 
schedule of the two teams. 


Chapperon Named V. P. 


Harry Chapperon, for the past|M. Cohen, meat expert. 
seven years director of research and | 


Trimingham, editor for the past 
year. Associated with him is Roy 
Williams 
Publications will continue to pub- 


publicity, Charles M. Storm Com-| lish Quick Frozen Foods, as well as 


pany, New York agency, has been 
named vice-president. Mr. Chap- 
peron will continue to head the 
agency’s research and publicity de- 
partments. 


Wright to Katz Agency 

William S. Wright, formerly with 
Weed & Co., New York and Chicago, 
has joined the New York office of 
the Katz Agency, publishers’ repre- 
sentative. 


Buys ‘Advocate’ 


E. W. Williams publications, New 
York, has sold Butcher’s Advocate, 
57-year-old weekly, to George H. 


food trade text books. 


Knit Products Appoints 


Knit Product Corporation, Bel- 
mont, N. C., has appointed Charles 
W. Hoyt Company, New York 
agency, effective Jan. 1, to handle 
advertising of its Vision hosiery. 


Harrell Named President 


J. E. Harrell, formerly vice- 
president, has been elected presi- 
dent of New England Telephone & 
Telegraph Company, Boston, suc- 
ceeding John J. Robinson, who will 
retire March 1, 1944. 


* 


Greeley, account executive on Gen- 


eral Mills’ Cheerioats and Softasilk; | 
Andrew W. Neally, account execu- | 


tive on Falstaff Brewing Corpora- 
tion, and Charles L. Hotchkiss, in 
charge of radio for Falstaff. 

Other Chicago staff members. in- 
clude A. O. Meyer, in charge of 
merchandising activities; C. A. Wol- 
cott, director of research and media; 
J. James Neale, director of radio 
time buying; Paul K. Flavin, space 


. buyer for P & G, the Continental 


Illinois Bank and Trust Company 
and American Home Products; J. L. 
Snodgrass, space buyer for General 
Mills and Falstaff. 

Radio supervisors are Carl Stan- 
ton, Roy Winsor, Philip Bowman 
and George Stellman; art directors 
are A. F. H. Armstrong, Stuart Rae 
and Frank Livingston. Copy chiefs 
or group copy heads include James 
Tennyson, Norman Graham, Hazel 
Gwynn and J. C. Bridgewater, and 
other copywriters include Bruce 
Baker, Eugene Powers, Ruth Bond, 
Catherine Haynie, Glen Shears, 
Jane Krause, Dorothy Smith and 
Ruth Moyle. 

Account executives in New York 
are George G. Tormey and Robert 
A. MeNell on Sterling Drug, Ber- 
tram H. Carter and Frank A. Kear- 
ney on American Home Products, 
and James Duffy. In charge of mer- 
chandising in the New York office 
is Joseph L. Palistrant. Erwin D. 
Swann is copy chief and William 
Irwin, art director. 

Other New York staff members 
are Edward McCormack; John F. 
LaFarge; Alice Coulter; Emerich 
Takach; Edward J. Bravo; and B. 
Dexter Freeman. 

In the Hollywood office James 
West is manager and Anne Parks is 
n charge of talent. 

Dancer-Fitzgerald-Sample reiter- 
ited that Frank and Anne Hum- 
mert will devote their time exclu- 

vely to radio production, and 


dded that the agency will “con-| 
nue to produce [their clients’ exist- | 


ng shows] in the same offices and 
vith the same personnel who have 
andled them in the past.” 


Blackett Set-up 


In the agency headed by Hill 
lackett, principal executives are 
‘obert G. Wilson, Kenath T. Spon- 
el and Marvin Harms. Others defi- 
tely reported in the Blackett 
neup include Lloyd C. Nelson and 
'. R. Lieber, treasurer and secre- 
ry, respectively, at B-S-H; Vaughn 
|. Jones, production manager; Alan 
Vallace, radio production; Henry 
‘ahmel, technical radio supervisor; 
reorge F. Drake, account executive; 
nd Don Digman, art director. 
Accounts in the Blackett agency 
re unofficially reported as Wander 
-ompany (Ovaltine), Axton-Fisher 
obacco Company, A. E. Staley 
Ifg. Company, Club Aluminum 
’roducts Company. 


Yale & Towne Appoints 


Yale & Towne Mfg. Company, 
naterials handling division, Phila- 
jelphia, has appointed Fuller & 
Smith & Ross, New York, its agency. 


| 
| 


| 


1. OLD TIMERS WITH “GREEN THUMBS” and youngsters no taller 
than their own tomato plants eagerly responded when The Press 
staged a three-day Harvest Festival for Cleveland’s 75,000 victory 
gardeners. They were invited to exhibit their vegetables, fruits 


and flowers. and compete for valuable prizes 


t Pe 

eit 
.” 

4 
7 


3. PROUD, INDEED, WERE THE WINNERS whose horticultural hobby 


was rewarded with coveted ribbons and even more coveted War 


Bonds. The thousands who came to look, admire, and join the 


fun along the midway agreed that Cleveland’s first Harvest 


Festival was a real grass roots county fair with all the trimmings. 


A 
SCRIPPS-HOWARD 
| NEWSPAPER 
abi > 


THE POWER OF PRESSTIGE 


SALUTES CLEVELAND’S 75,000 VICTORY GARDENERS WITH A BUMPER HARVEST FESTIVAL 


y & FAMOUS AUTHOR-FARMER LOUIS BROMFIELD came up from 


his broad acres in Mansfield, Ohio, to kick off the party and give 


Clevelanders a pat on the back for swelling America’s food supply. 


Besieged for autographs, he joshingly offered to scratch his signa- 


ture on pumpkins, squashes and rutabagas. 


WHETHER IT’S A JOB of raising Victory Gardens or a record- 


breaking War Chest Fund, Cleveland always rises to the occasion 


when the chips are down. 


With all due modesty, a good share of this community's civic 


mindedness can be traced to the help and inspiration offered by the 


Cleveland newspapers. One or the other is constantly initiating and 


throwing its weight behind some worthy enterprise to further the 


city’s interests. 


In the case of The Press its influence is so potent that only one 


word properly expresses it. That word is Presstige—which means 


power to do good; power to move goods, 


The Press has been cultivating its own garden of readers with 


remarkable results. Today its circulation represents an all-time 


high. Two-thirds of it is home delivered, too, and all of it 


is ready to serve any worth-while idea, product or service. 
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Releases Latest Study 


Volume 12-B of Market and 
Newspaper Statistics has been re- 
leased by the American Association 
of Advertising Agencies. It deals 
with the 73 cities of more than 
100,000 population in the U. S. and 
Canada in which newspapers were 
audited to March 31 and June 30, 
1943. 


Pushes Vitamins Plus 


McGillivray Brothers Ltd., To- 
ronto, distributor of Vitamins Plus, 
has opened a six-month campaign 
for that product in Canadian maga- 
zines and newspapers, including 
rotogravure copy, throughout Can- 
ada. Baker Advertising Agency, 
Toronto, handles the account. 


NOTICE TO 
ADVERTISERS 


Beginning January 3, 1944, 
important changes in the 
mechanical requirements of 
ApverTisinc Ace will be 
put into effect. Consult new 
rate card before making 
plates. 


Newspapers Act 
to Spur Chicago 
Waste Paper Drive 


Chicago, Dec. 21.—With the Chi- 
cago scrap paper collection cam- 
paign badly bogged down, the 
Chicago Newspaper Publishers As- 
sociation has appointed a committee 
of five, headed by a paid director, to 
work with salvage officials in speed- 
ing collection of the vitally needed 
material. 

Collection of from 4,000 to 5,000 
tons of scrap paper a week in excess 
of what is already being collected 
is the goal set, said the new director, 
John R. Robinson, former Chicago 
newspaperman, at a meeting of 
salvage officials today at the Hotel 
Morrison. 


Plan Campaign 


Chicago is the center of the waste 
paper industry, but its collection of 
waste paper, per capita, is one of 
the lowest in the nation, it was de- 
clared. To remedy this situation, 
the newspapers plan a campaign to 
acquaint the public with the critical 
paper shortage and the need to save 
every bit of waste paper for con- 
version into paper containers and 
other essential uses. The newspaper 
group will work with the OCD, 
WPB, schools, Boy Scouts, and the 
paper industry itself in attempting 
to boost Chicago’s collection of 
waste paper. 


Camloc Plans Campaign; 
Picard Adds Account 


Camloc Fastener Corporation, 
New York, maker of high speed 
fasteners, has planned an expanded 
advertising schedule, with copy pro- 
moting use of the product in air- 
craft and general industrial use. 
Picard Advertising, Inc., New York, 
handles the account. 

The agency also has been named 
to handle the advertising of Mathie- 
son Alkali Works, New York, maker 
of chemicals. Business and indus- 
trial papers will be used. 


Gets Pritchard Account 


E. Pritchard, Inc., Bridgeton, N. J., 
has appointed Bermingham, Castle- 
man & Pierce, New York, to handle 
advertising for Pride of the Farm 
catsup and other food products. A 
new campaign will break in mid- 
January when 75-line insertions in 
about 12 newspapers in selected 
cities along the eastern seaboard on 
a thrice-weekly basis will be em- 
ployed. Additional papers will be 
used as the campaign progresses, as 
well as participation in women’s 
radio programs. 


Two Appoint Medical 


Medical Advertising Service, New 
York, has been appointed to handle 
the advertising of Ernst Bischoff 
Company, Inc., and Cavendish 
Pharmaceutical Corporation. Allen 
Klein is the account executive. 


organizations. 


have been baffling you. 


ing and handling. 


“one of the finest treatises I have ever read...” 


That comment by Karl Knipe, publicity director of the internationally known company, 
John Wanamaker, Incorporated, of Philadelphia, Paris, New York and London, is typical of 
the enthusiastic response which has greeted "A Technique for Producing Ideas." 


Thousands of copies have been bought by leading advertising and business executives all 
over the country since the first edition was brought out two years ago. 
executives, recognizing the practical as well as inspirational value of this little classic, have 
placed bulk orders so that copies might be distributed to all of the creative men in their 


The author, James W. Young, senior consultant of the J. Walter Thompson Company, 
has long been one of the outstanding figures of the advertising world. "A Technique for Pro- 
ducing Ideas" is in itself a splendid example of the copy style which carried him to such 
prominence within his profession. 


But regardless of your business, you will find in this little book answers to problems which 
lt can be read in a half an hour, but you will remember it for a 
life-time, and the chances are you will read it many times. 


The second edition is printed in larger type on a larger page for more convenient read- | 
| 


You can own a copy, read it, and benefit from its message for years for $1 postpaid. 
Discount for quantity orders. 


Advertising Publications, Inc. 


Publishers of Advertising Age, Industrial Marketing and the Market Data Book 
100 E. OHIO STREET, CHICAGO 11, ILL. 
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Many far-sighted 


|The aggressive retailer, 
i“will look to the 


Kelvinator Issues 
Postwar Guide 


for Retailers 


Detroit, Dec. 22.—Although Nash- 
Kelvinator Corporation factories are 
completely occupied with war pro- 
duction right now, the Kelvinator 
division is distributing to appliance 
retailers a comprehensive planning 
guide to assist them in making their 
basic preparations for postwar mer- 
chandising. 

Entitled, “Your Appliance Busi- 
ness... After the War,” it contains 
practical information and sugges- 
tions under the following headings: 
“The Market”; “The Appliances to 
Sell”; “The Store or Department”; 
“The Selling Organization”; “Pro- 
motion and Advertising”; “Creative 
Selling”; and “Replacement Busi- 
ness.” Concrete questions are listed 
under each of these subjects to 
guide the appliance retailer’s think- 
ing in taking steps now to include 
all of these factors in both his short 
and long term postwar plans. 

Charles T. Lawson, general sales 
manager of Kelvinator, explained 
that the guide is primarily a 
“thought starter’ and organizing 
tool containing ideas and sugges- 
tions which we believe will be help- 
ful to appliance retailers, irrespec- 
tive of any actual date when they 
may have new merchandise to sell.” 

He warned against “the period of 
‘easy selling’ that will come when 
appliances are again available.” 
he said, 
‘settling down’ 
period which will follow when real 
selling, based on the fundamental 
principles of appliance retailing, 
will be required for continued suc- 
cess in this business. Forward- 
looking retailers will recognize in 
this first postwar period an oppor- 
tunity to build for the years to 
come.” 


Mart Describes Wares 


Booklets showing merchandise 
which will be available at the 
Spring Market in the Western 
Merchandise Mart, San Francisco, 
from Feb. 7 to 12, will be mailed to 
7,500 retailers of housewares, gift- 
wares and art goods in 11 western 
states about Jan. 20. 


Advertising Age, December 27, 1943 


Production of 


One-Ounce Cerea! 
Pack Up Sharply 


Minneapolis, Dec. 21.—Product ion 
of the one-ounce cereal pack 
going up by leaps and bounds ang 
its use mainly by the armed forces 
may have an important impact op 
postwar preferences. 

The one-ounce cereals no longer 
are the unglamorous, less excitin 
phase of the grocery products busj- 
ness, sold mainly to hotels and res. 
taurants, General Mills declares jn 
the current issue of its publication, 
“Modern Millwheel.” Production jp 
1940-’41 was 129% of the previoys 
year’s total; in ’41-’42, 195%; ’42-'43. 
397%, and with all plants going fu) 
capacity “our present crop year vol. 
ume should run 819%.” 

Of the total one-ounce cereal out- 
put, General Mills says 70% goes to 
the armed services and until re. 
cently the big bulk of the business 
was confined to service bases in the 
U. S. and to hundreds of schools 
and colleges taken over for special- 
ized training programs. 

General Mills early this year 
introduced the “Yank Pack,” an 
exclusive patented watertight pack- 
age that can be opened by a press 
of the thumb on a perforated flap, 
The pack is made from the same 
pulp used in milk cartons and is 
hygienically clean at the time of 
opening. “There has been an ever- 
increasing demand for this package 
from many Army camps, especially 
for field maneuver work,” the com- 
pany says. 


W. C. Speed Promoted 


William C. Speed, a director of 
Reeves Sound Laboratories, New 
York, and identified with its crystal 
production since the founding of the 
company, has been named vice- 
president in charge of manufactur- 
ing. 


Agfa Changes Name 


Agfa Ansco, Binghamton, N. Y., 
division of General Aniline & Film 
Corporation, and maker of photo- 
graphic materials, has reverted to 
the name Ansco, by which it was 
known for many years. 


America DOOD 
her hair Lake 
Veronica's Hair-Do 


"Member how funny we 
thought this gal when we first 
glimpsed her peeking from out the 
portside of her gorgeous mop? What 
a stunt! What a trademark! Imme- 
diately all of her American sisters 
thought it would be smart to get the 
same do done. 


If safety engineers 
hadn't ruled the thing a hazard for 
the Veronicas working in war plants, 
we might have become a nation of 


| one-eyed women. 


This is but another example of the terrific impact which the mo- 
tion picture theater exerts on our desires and buying habits. 


Here, in glamorous surroundings, the public also has learned to 
expect the latest developments of art, science and industry. From this “show 
case” stem the new buying habits and product preferences. 


A theatre installation places a product directly in the spotlight o! 
public interest, where its use values and advantages are demonstrated to the 
Average American while in his (or her) most receptive mood. 


Normally spending $47,363,000 annually for new theatre construc: Ff 
tion (average 1929-38), the industry spends $25,000,000 yearly for upkeep. 4 ff 
pent-up demand for property improvements now being planned places this 
| market in a class by itself—not only for itself but as a direct access to popular 
It can be reached readily and effectively through ad 


‘The MODERN THEATRE 


favor of the masses. 
vertising in 


MECHANICAL MAINTENANCE SECTION of BONOFFICE 


13 


special issues for 1944, including BOXOFFICE BAROMETER, t' 
only annual publication reaching practically every theatre \" 
North America; spotlighting every phase of theatre business 


Write for a free copy of our plan book “SELLING to and thru THE MOVIES 


Address The MODERN THEATRE, 332 


Rockefeller Plaza, New York 20, N. Y. 


S. Michigan Ave., Chicago 4, Ill., or 9 
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Vear's Of |_eadership 


Each year for nearly half a century The Chicago 


vertising medium. 


‘ 
*For fair comparison liquor linage omitted since The Daily 
News does not accept advertising for alcoholic beverages. 


THE CHICAGO DAILY NEWS 


FOR oO7 YEARS CHICAGO'S HOVE NEWSPAPER 
Its PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


\ILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
ETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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Meter Co. Plans Drive 


The 1944 advertising campaign of 
the commercial controls division, 
National Postal Meter Company, 
New York, maker of mailing ma- 
chines, will be based on war effort 
themes and stress the importance 
of the postwar mailroom. Trade, 
business and general magazines will 

used, starting in January. 
Hutchins Advertising Company, 
Rochester, N. Y., is the agency. 
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Need Postwar 
Advertising, 
Survey Shows 


Substantial Groups 
Favor ‘More’ or 
‘Equal’ Promotion 


New York, Dec. 22.—Evidence 
that, whatever changes the war 
may effect, advertising’s place in 
the national economy “is fairly se- 
cure in the public mind” is cited 
in the latest survey of farmers, city 
folk and college students by the 
Psychological Corporation. 

The survey, ninth in a_ series 
started by the organization in 1937, 
was based on 7,000 personal inter- 
views undertaken between Oct. 10 
and Nov. 6 by 544 interviewers. 
Those questioned were asked: “After 


the war do you think the country 
will need more advertising, less, or 
the same?” 

Of 2,500 urban dwellers, 25% 
answered “more”; 44% said the 
same amount; 21% said “less” and 
10% said they did not know. Of 
1,000 farm interviews, 26% said 
“more advertising’; 37% said the 
same amount; 24% said “less” and 
13% expressed no opinion. Among 
the 1,000 students queried, 35% 
answered “more”; 30% said the 
same amount of advertising; 27% 
answered “less” and 8% did not 
know. 


Expect Higher Taxes 


The study indicated a mixed at- 
titude on the part of the American 
people as the country enters the 
third year of war. After the armis- 
tice, they expect higher taxes, lower 
wages and considerable unemploy- 
ment, but they believe that the 
general welfare will be better than 
it is now. 

Compared with figures of a year 
ago, the proportion who look to the 
federal government to assume the 
principal burden of postwar recon- 
struction shows a sharp decrease, 


the Psychological Corporation said. 
A substantial majority predicts that 
the form of government will be at 
least as democratic as it is at 
present. 

Other highlights of the study in- 
clude: a substantial majority in all 
three groups (especially in the lower 
urban income groups) say they are 
just as prosperous or more prosper- 
ous than they were two years ago; 
they oppose any large-scale exten- 
sion of government control of 
business “although many regard 
business as profiting most from the 
war”; on the question of whether 
the consumer would get as much for 
its dollar if the government took 
over all manufacturing, two out of 
five city people and farmers an- 
swered affirmatively, with two out 
of three students answering “yes”; 
and there is “a rather widespread 
belief” that the country is tending 
toward socialism. 


Improvement Noted 


The study included a series of 
questions on the outlook for post- 
war America, identical with those 
asked in 1941 and ’42. In 1941, 
only 13% of the city people believed 


— 


Surrendered ... to an old radio transmitter 


Italy was tottering . . 


. collapse of Mussolini's regime 


» 
ee 


he said, ‘what I've been trying to do for three years.”’ 


Advertising Age, December 27, 143 


that the country would be beite, 
off after the war; in 1942 the per. 
centage jumped to 40%, and this 
year to 48%. Those who belicye 
that people will be worse off ie. 
clined from 69% in ’41 to 37% ast 
year and 32% this year. 

Checking up on the public’s aiti- 
tude about an anticipated jump ip 
aviation after the war, interview er; 
found that 28% of the city folk: 
have already taken a trip by air. 
plane, 20% of the farm population 
and 39% of the students. 

Of those who had never taken 
such a trip, 36% of the city people 
favored the idea, with 32% against: 
26% of the farm group voted “yes” 
and 51% “no”; and 53% of the 
students said “yes” as against only 
4% who said “no.” 

Interviewers were directed by 
psychologists associated with the 
corporation, acting as local super. 
visors. The study was planned by 
the social and market research divi- 
sion, directed by Dr. Henry C. Link 


Outdoor Moves Offices 


The Chicago office of Outdoor 
Publications, Inc., handling western 
advertising accounts for Child Life, 
Open Road for Boys and Outdoors, 
has moved from 536 S. Clark St. to 
307 N. Michigan Ave. Editorial 
offices of Child Life have been 
transferred from Chicago to the 
Mercantile Library building, Cin- 
cinnati 2, O. 
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seemed imminent. But what of the Italian fleet at sea? 
Could something be done tobring it into an Allied harbor? 


Naval commanders of the Allied forces hoped so; turned 
to R. Morris Pierce, chief engineer of WGAR, on leave 
to the OWI and stationed in the Mediterranean area. 
“Could terms of surrender be broadcast so all the Italian 
fleet would hear?"’ they asked. 


There could be no guarantee the Italians would hear such 
broadcasts, Pierce advised, unless . . . unless terms might 
be flashed on the international distress frequency to 
which all ships constantly listen. 


No suitable transmitter was available, but Pierce volun- 
teered to retune an old one to a frequency on which it 
had never been designed to operate . . . a difficult task, 
even under the most favorable conditions. A few hours 
later, the terms of surrender were on the air! 


The rest of the story is history. And, as Admiral Sir 
Andrew Browne Cunningham of the British navy 
watched the Italian fleet peacefully steam into Malta 
harbor, he paid a tribute to Americans and to Ameri- 
can Radio. “‘They've accomplished in one day,” 


We of WGAR are proud that our fellow worker played 
such an important role in the surrender of the Italian 
fleet. We are proud, too, of our other men and women in 
the service . . . of our engineers who are working as 
instructors and technicians, our writers, announcers, 
production men, stenographers and salesmen who serve 
Uncle Sam . . . for these are the kind of folks who will 
help Radio play its part in winning the peace as it now 
is helping to win the war. 
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time War Emergency Bo ©¢ 
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Write today for more detailed informa‘ 
sample copies, and FREE 50-page ma: 
entitled," A Guide to Effective Freight Tr« 
portation Promotion.” 
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owe. Throughout the Dallas market-area there are thousands of new 
homes like these—mile after mile of them, occupied by good Amer- 
ican families brought here by the great North American Aviation 
plant and other new industries. 
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a \ And How About Tomorrow? 

Of the major war centers—which are mushrooms? Which 
are oaks, growing solidly, most likely to hold their growth 
when this thing changes? 

Dallas is an oak. It proved so after World War I. Cen- 
sus Bureau officials believe it will be the same again, and they 

People ringing doorbells in search of homes. . . put Dallas in the front rank of cities for post-war stability. 
sees of papers (the leaders, like The Dallas News) full of Industry is moving Texas-ward. Our war-time plants will 
9 want-ads for help .. . stores besieged by customers be easily converted to post-war uses. Our hundreds of 
i with the squanderlust . . . hotels setting up cots in thousands of new people like it here. We have untold nat- 
N store-rooms .. . do you have these in your city too? ural resources. 

, If so you are in a defense center. A new and greater Dallas ... and Texas .. . are in the 
pen : If so you know a little of how things are here making. 

_ in Dallas. For today and tomorrow The Dallas News offers you 
i There are eighty-odd war centers in America coverage of a premium market—an urban and rural com- 
wart now. Dallas is one of them. At the moment monwealth of ever-increasing importance in the national 
"Be they are the best markets in which to advertise. picture, 
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Reconversion Versus Inflation 


So rapidly has the picture changed 
in the field of war production that 
one of the most pressing problems of 
today is taking up the employment 
slack caused by sharp cutbacks of 
government contracts, plus the com- 
pletion of others that will not be 
renewed. The giant American in- 
dustrial machine has delivered so 
much, so fast, that the government 
has a surplus of many important 
items of war supplies, and does not 
need in the foreseeable future the 
manpower or the materials allo- 
cated to those particular purposes. 

This is a great accomplishment— 
and the fact that it brings a host of 
new problems in its wake is merely 
another tribute to the ability of in- 
dustrial management and workers 
to outproduce the enemies of the 
United Nations. It is likewise both 
an opportunity and a challenge to 
move rapidly and intelligently in 
the direction of making materials 
and men available for the next most 
important job—the production of 
essential goods for civilians. 

We have been talking inflation 
and how to combat it through de- 
creasing consumption and increased 
investments in war bonds. In addi- 
tion, many of the arguments in favor 
of still further increases in taxation 
have been based on the need for 
siphoning off excess purchasing 
power. Even the iniquitous Wag- 
ner-Murray-Dingell bill, which pro- 
poses to extract an additional 12 bil- 
lions a year from the productive 
activities of the counfry for social 


security purposes, is offered as an- 
other method of combatting infla- 
tion. It would do such a good job 
in that direction, as a matter of fact, 
that it might easily be the de- 
termining factor in a postwar de- 
flation of huge proportions. 

Making more civilian goods now 
would not only supply pressing 
needs for essential products, but 
would keep employment at the high 
levels maintained during 1942 and 
1943. It would provide greater ef- 
ficiency for all industries, including 
many which may be needed later 
for some classes of war production. 
It would permit industries to put 
their plants and equipment in good 
order again, it would enable the 
hard-pressed railroads and other 
carriers to strengthen their run- 
down equipment, and it would give 
domestic consumption a chance to 
use excess buying power for needed 
and useful goods. And in all of 


these directions it would eliminate | 


any possible threat of inflation. 
The government seems to be mov- 
ing slowly because of the fear that 


psychologically a reconversion pro-| 


gram of considerable proportions 
would slow up the war production 
effort and give a false impression 
of the over-all manpower situation. 
But the public knows that this is 
necessarily a spotty situation. The 
sensible thing to do is to take ad- 
vantage of dips in war production 
by strengthening the domestic front 
and thus indirectly supporting still 
further the war effort as a whole. 


Should Newspapers Own! Radio 
Stations? 


The Federal Communications 
Commission has indicated that it is 
planning shortly to issue an order 
forbidding newspapers to own radio 
stations. This would supplement a 
recent order calling on broadcasters 
to divest themselves of ownership of 
more than one station in the same 
area. The professed objective of 
both orders is to increase competi- 
tion and prevent monopoly of an 
important means of mass communi- 
cation. 

As far as the ownership of radio 
stations by newspapers is concerned, | 
we know of but one valid measur- | 
ing-stick by means of which to de- 
cide policies. That is the question 
of what is in the public interest, 
convenience and necessity. The sta- 
tion which has been properly man-| 
aged, has given the public adequate 
facilities, and constantly improved 
its record of public service, should | 
not be penalized because it happens 
to be owned by a newspaper. 

Many of the best stations in the! 
country are operated under news- 
paper auspices, but it is difficult to| 
think of one which has a broad-| 


casting monopoly. If it is in a 
small community, it is certain that 
broadcasts of outside stations are 
available there also. And if it is in 
a metropolitan area, it is equally 
certain that the listener has a wide 
choice of stations and programs. 
Neither newspaper-radio ownership, 
network ownership of stations nor 
multiple ownership of local stations 
is effective, as far as our observa- 
tion goes, in shutting off from 
listeners ample competition in terms 
of the best that radio has to offer. 
It should be remembered, too, 
that in most cases newspapers which 
own stations were pioneers in the 
broadcasting field. These early sta- 
tions were established not to deprive 
the public of competition, but to 
assist in the development of a serv- 
ice which for many years 
aigely non-commercial and had 
only promotion values to offer. Now 


| that the stations have proved them- 


selves, there is little in the record to 
justify a forced disposition of broad- 
casting facilities by publishers— 
provided always they have a clean 
record of public service. 
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"Great day at the war plant, Joe! 


—Merchandiser 
Youngstown Pressed Steel Division 


We finished another dozen M-4 tanks, and | 
picked up five more sure-fire kitchen prospects for after the war.” 


The End Is Not Yet 


There will probably be more and 
more advertising of the type shown 
here, which was run in local news- 
papers last month by Arnson’s Nia- 
gara Falls furniture store. The ad 
isn’t notable for its beauty, but it 
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does present the type of factual 
| material which seems greatly needed 
|at present to remind wishful think- 
; ers that the war is not yet in anv- 
body’s bag, and that a bit more 
effort on the part of everyone is still 
| very much called for. This partic- 
ular advertiser has been running 
about two insertions a month of this 
type, and has had unusually good 
local reaction. Norton Advertising 
Service handles the copy. 


Job in Germany 


Excitement raged in Chicago a 
week or so ago over a classified ad 
in the Sunday Tribune seeking a 
$7,500 general manager for a factory 
in Germany, “American born, Ger- 
man lineage preferred; age under 
40; immediate employment.” The 
copy was signed by a local place- 
ment bureau, and it wasn’t long 
before the ad had stirred so much 
curiosity that it was commented on 
by several radio commentators. The 
advertisement was literally true, in- 
vestigation disclosed. An American 
food company, with a subsidiary in 
Germany, wants a man to manage 
its factory. It has the feeling that 


and it wants the man to go to work 
immediately—but in the 
States, where he can get the train- 
ing and the orientation he’ll need. 


Thought Transference 


Jim Magnan, ad director of Mills 
| Industries, who used to stir the boys 
up with discussions of advertising 
design. is publishing an article in 
the next issue of his company’s 
house organ in which he suggests 


United | 


| these rules is No. 11. 
the war won’t last too much longer, | 


Ad-libbing 


that design and everything else may 
be superfluous in postwar ads. 

“The firm which has toothpaste, 
breakfast food or a soft drink for 
sale, instead of going to the news- 
papers, the magazines or the radio 
stations, will hire a specially trained 
mental wizard, who will be a world- 
wide radio chain in himself,” Jim 
says, adding with some degree of 
caution that he can’t say when this 
unhappy state will arrive. “This 
wizard with the electric brain will 
think up very favorable thoughts 
about the toothpaste, breakfast food 
or soft drink in question, and then 
by a new, personal, but all-powerful 
process, will transmit these good 
thoughts directly to the minds of the 
three billion people in the world. If 
some of the people can’t speak Eng- 
lish, even if some of them are babies 
and can’t speak at all, it still won’t 
matter for the advertising wizard 
will be transmitting thoughts only, 
not words, mind to mind, and will 
be creating an irresistible desire 
and craving for the products adver- 
tised.” 

The only way to avoid being 
swayed by these mentally trans- 
ferred advertising messages, says 
Jim, is to master the science of 
thought transference, some prepara- 
tory moves in this direction being 
listed as follows: 

“1. Pray more. Prayer is perfect 
practice in sending. 

“2. Try thinking without using 
any words for your thoughts. 

“3. Make a mental speech to the 
entire world every morning. 

“4. Shake hands mentally with 
every stranger you pass on the 
street. 

“5. Practice mental communism; 
give your mind to others, claim 
others’ mind as your own. 

“6. As you talk, pretend you don’t 
need words. 

“7. Construct dreams while wide 
awake. 

“8. Assume a bright, glowing 
hopped-up state of mind—ecstacy. 

“9. Minimum thought vocabu- 
lary: I, you, yes, no, is. 

“10. Practice thinking without 
thinking of anything. 

bad | 


“12. Take two thoughts 
bump them into each other. 

“13. Practice throwing off a men- 
tal aura or perfume. 

“14. Practice at keeping your 
mind a perfect blank for 10 minutes. 

“15. Do more thinking and less 
talking.” 

Obviously, the most important of 
Don’t neglect 


and 


to follow it faithfully. 


Jottings 


When Dr. C. J. Zimerman of Fort 
Meyers, Fla., decided to offer five 
Acushnet golf balls at a war bond 
auction, he set a new high in golf 
ball sales and made everybody 
happy, not excluding Acushnet 
Process Company. His first pair 
brought $6,000 in bonds, and the re- 
maining three netted $10,000... 
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No. 2266. Madison’s Metropo 
Market Facts. 


The Madison Newspapers have 
issued this file-size folder, which 
packs in a lot of information about 
the growth of Madison, state capita] 
and university city on Lake Men- 
dota, Wis., and its importance as a 
market center. Maps show the ABC 
city zone and 10 metropolitan 
county areas, while tabulations 
cover market data for Dane County, 
independent and chain sales, in- 
come and purchases, with figures 
for other comparable markets, and 
newspaper coverage of the area. 


tan 


No. 2267. St. Louis Population and 
Newspaper Increases Since 
Pearl Harbor. 


This detailed circulation study of 
St. Louis newspapers, daily and 
Sunday, has been issued by the St 
Louis Post-Dispatch, which also 
shows the extent of population in- 
crease since the war began. 
No. 2268. At Last—A Complete 
Mail Study. 


Station KMA, Shenandoah, Ia, 
has issued this analysis of the 493,- 
479 pieces of daytime commercial 
mail received from April, 1942, 
through March, 1943. The questions, 
supplied by several leading ad men, 
and their answers, supply a wealth 
of information on listener writing 
habits, things for which people will 
write, mail seasons, and coverage 
patterns. Graphs and_ coverage 
maps, with county market data are 
included. 


No. 2202. 
racy. 
The Oklahoma Publishing Com- 
pany has issued this reprint of a 
series which appeared in the Daily 
Oklahoman, Oklahoma City, as in- 
dicative of the type of material 
originated by Oklahoman and Times 
staff members. 


Sicily, Greece, Democ- 


No. 2161. Nippon—America’s Most 
Dangerous Enemy. 
The New York Mirror has issued 
this brochure, reprinting a series o! 
articles which have appeared in its 
columns, written by correspond: 
who have lived and worked am 
the Japanese. Gathered together in 
convenient form for closer study, 
this material should help to dispel 
considerable misinformation and 
misunderstanding about the mo- 
tives, strength and weaknesses of 
our enemy in the Pacific. 


No. 2245. America’s Negro Ma: 
Is Growing. 

The David J. Sullivan Né 
Market Organization has issued ' 
folder, which outlines the scope 0! 
the Negro market, tabulating 1 4 
population and 1942 income in 1 
major cities. 


No. 2174. Results. 

Station WLS, Chicago, has iss: e¢ 
this folder, which tells success 
stories of several typical WLS = 7 
vertisers, giving analyses of rail 
response to programs broadcast 4! 
various hours. 


No. 2254. Postwar 
Building. 


The first year of postwar m 
ernization is expected to triple 
last prewar year, according to | 
report issued by Chain Store « 
and based on a recent survey by " 
publication. The booklet conta» 
a summary of major chain str 
fields, and a marketing map wh © 
shows. @isfribution of chain st ™ 
headquamtess in 3 leading ci'® 
and the number of stores opera e¢ 
by these chains. 


Chain St? 


: eee 
eee ieee 
ee 
SS Ak, ae 
ee ’ ® 7 TT 
| ee ‘< a 
Wak ee fi y | " 
OST LY a 
“ki 7 7 
; fi TT aa” 
| Oa) 7 J a =) 
: : HH es = 
. wre, 
SoH TO . 
[| ee : Saeetrart Mud 
. oa 
A HH oe | peare® 
a AA tit ‘i = 
oe Es: / of 
y CHa y S11, I 
et 
: 
| tng =i tc tt—“‘“ ‘C(‘(;( (;C;t;ét* 
: J-ieeeg a a a 
| ee | 
| i pl 
| | Pipe | 
| | f = | ce 
; Q 
_ 
| ae 
- 
i ——— 
’ po | 


f ] 143 


$ Nave 
which 
L abdout 
Capital 
» Men- 
e aS a 
ie ABC 
politan 
lations 
ounty, 
PS, in- 
figures 
ts, and 
rea. 


on and 
s Since 


budy of 
ly and 
the St 
h also 
ion in- 


ymplete 


ih, Ia, 
ie 493,- 
mercial 
, 1942, 
estions, 
id men, 
wealth 
writing 
ble will 
overage 
overage 
ata are 


Democ- 


z Com- 
at of a 
e Daily 
, as in- 
naterial 
d Times 


’s Most 


s issi ed 
iccess 
TLS «d 
of mail 
dcast al 


Youd have 
lines, foo! 


R. BARNES* is a capitalist. He’s the head 

of a business which he and several of his 

friends risked their life savings to start, just a few 
years ago. 


He went into business to make a profit. Not 
all the Mr. Barneses who go into business make 
a profit. As a matter of fact, about thirty per 
cent of them fail. It’s risky, going into business. 


But because thousands of them over the years 
have been willing to take that risk, millions of 
new jobs have been created—all because these 
men could look forward to turning their ideas 
into dollars. 


Right now, Mr. Barnes is in war work. His 
plant is going full blast, day and night, turning 
out vital equipment for the fighting fronts. 


When the war is over, he would like a chance 
to make a profit on his own again. And if he and 
all the others like him get that chance—not just 
in business and industry, but in agriculture, com- 
merce and the professions—they’ll be able to 
provide jobs for the 56,000,000 people who will 
want and need them. 


Meanwhile, a few awfully perplexing ques- 
tions are standing in the way of the plans he 
would like to lay to help provide those jobs 
when the time comes... 


For example, Mr. Barnes would like to be able 
to reinvest part of the profits he makes in order 
to allow his business to grow. As it grows, of 
course, it will provide more jobs. But as things 
are, he has to pay out most of the money he 
makes in taxes—because the tax laws do not dis- 
tinguish between the money he would reinvest 
in his business and the money he’d put in his 
bank account. What can be done about this? 


Then there’s the question of war contracts. 
He would like to know how quick a settlement 
he can count on when the war’s over—so he’ll 
know about how much cash he’ll have for re- 
conversion and when it will be available. 


There’s also the matter of labor. He’s well 
aware that the happier his employees are, the 
better his production will be. But what he isn’t 
quite sure about is—can he count on able leader- 
ship in labor and management relations after the 


*This name is fictitious. 


 & 
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war, or are his business and other businesses in 
for a period of agitation and unrest? 


* * * 


As you can see, these aren’t the ordinary prob- 
lems of product improvement, better distribu- 
tion or more economical sales methods that 
are perplexing Mr. Barnes. Those problems he 
knows how to handle. But these problems he can 
do nothing about. They’re questions you will 
have to help him answer. 


But you can be sure of one thing—if, when 
the war is over, the Mr. Barneses of this coun- 
try are given a political and economic environ- 
ment favorable to the expansion of free enter- 
prise, their business “know how” will not only 
help provide the jobs needed but will take this 
country to heights never before dreamed of. 


Business Week is the one magazine in the weekly field devoted 
entirely to events as they affect business today. Not on sale 
at newsstands, Sold only by subscription as a business ser- 
vice. Published by McGraw-Hill, 330 W. 42 St., New York 18. 


BUY MORE WAR BONDS 
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Returns to Weintraub 


Arthur J. Daly, who left William 
H. Weintraub & Co., New York, last 
February, to join the office of the 
Coordinator of Inter-American Af- 
fairs in Argentina, has rejoined the 
agency as manager of the Holly- 
wood office. 


BOOKLET MAILED TO 


EXECUTIVES ON REQUEST 


Advertising in 
Britain Shows 6% 
Third Quarter Gain 


London, Dec. 8.—With govern- 
ment advertising still leading the 
list in total spending, British ad- 
vertising totaled $13,818,000 during 
the third quarter of 1943, a 5.85% 
gain over the same ’42 period. 

Advertising during the first nine 
months amounted to approximately 
$40,882,000, compared with $39,672,- 
000 in the January-September pe- 
riod of 1942, according to figures 
compiled by the Statistical Review. 

Government advertising during 


the third quarter of 1943 totaled 
$2,034,000 with the National Sav- 
ings Committee, as previously, the 
biggest spender, with $553,000. Next 
in line are the British Ministry of 
Food, which invested $421,000 in 
space costs; and the Ministry of 
Agriculture, which spent $172,000, 
including a campaign undertaken 
with the Ministry of Fuel to adver- 
tise fuel economy in farm work. 
Other government advertising 
budgets included: Ministry of 
Health, $137,000; Board of Trade, 
$125,000; Ministry of Labor, $107,- 
000; NAAFI, the British soldiers’ 
canteen organization, $110,000; and 
Ministry of Fuel, $89,000. In a joint 
drive, the Ministries of Labor and 
Fuel spent $95,000 in an effort to 
enlist all possible volunteers for the 
mines. Also listed in the govern- 
ment spending category is a $103,- 
000 fund allocated jointly by the 


four railway companies and spent 
under government control for war- 
time purposes. 


Cigaret Copy Declines 


Most conspicuous change in adver- 
tising of private commodities has 
been in the cigaret category, where 
promotion of a total of 38 brands 
amounted to $193,000 during the 
third quarter. During the same ’42 
period, advertising of 36 brands 
totaled $197,000 while in the °41l 
period $357,000 was spent on 34 
brands. 

Among goods on which advertis- 
ing has declined, compared with the 
1942 quarter, are biscuits and baked 
products, furniture, toilet and 
household soap, and whisky, all 
products rationed or in short sup- 
ply. However, advertising in the 
same “rationed or short supply” 
classification has increased for boots 


In Advertising Volume 


Before the war the average age of all passenger automobiles in use was 4 to 
5 years. Today 19,770,000 (77%) of the 25,675,000 cars registered are 
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5 years old—or more. 


That means more service work for car dealers and independents alike, and 
those reading MOTOR AGE report the increase to be from 5 to 200%, 


according to their ability, equipment, aggressiveness, ete. 


And that, in turn, means more sales within government restrictions to 
these outlets who read MOTOR AGE—more sales now, and tremendously 
more sales later, when peace comes. Naturally this “first in importance” 
service and management magazine reflects such conditions, not only in 
improved editorial content, but also in an increased advertising folio—up 


almost 25°) in 1943. 
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Publication 


Advertising Age, December 27, 94 


NO TIME TO RELAX 


one minute THs moment... one minute till Chrislne,! 


Eastern Air Lines placed this full-page 

advertisement in 160 newspapers in 

cities along its routes last week to say 

that this Yuletide will mean only a mo. 

mentary pause in the nation's labors 

under wartime conditions. Campbell. 
Ewald Co. is the agency. 


and shoes, chocolate, hosiery, motor 
cars and commercial motors, sweets, 
tea, textiles, tailoring, tires, and 
underclothing. 

Advertising of household soap 
has declined from $494,000 in the 
1941 quarter to $405,000, while 
brands offered have increased from 
21 to 27. 

Promotion of tea, almost knocked 
out in ’41, has rebounded from $4,- 
000 spent on two brands to $128,000 
to advertise 14 brands during the 
1943 quarter. 

Advertising expenditures during 
the quarter were divided among 
British media in the following per- 
centages: London morning news- 
papers, 22%; London evening papers, 
%; national Sunday papers, 10%; 
provincial daily papers, 20%; pro- 
vincial and suburban weeklies, 9%; 
magazines, 29%; technical publica- 
tions, 3%, and trade papers, 4%. 


California Apparel 
Makers to Open Drive 


To maintain the momentum of 
California’s fast-zooming apparel] 
industry and to combat increased 
promotional activities of other ap- 
parel markets, the Associated Ap- 
parel Manufacturers of Los Angeles 
will launch a $1,000,000 publicity 
and advertising program in Janu- 
ary, covering a four-year period. 
Promotion of the association’s 
“Authentically Made in California” 
tag in national trade and consumer 
publications, establishment of a 
California fashion mart to house the 
wares of local manufacturers, and 
industry research are among the 
major activities scheduled for the 
four-year plan. 


Issues New ‘Review’ 


“Operation and Maintenance ite- 
view,” a new pocket-size magazine 
succeeding “Victory Production and 
Maintenance News,” has been pub- 
lished by Allis-Chalmers Mfg. 
Company, Milwaukee, Wis. Issued 
bi-monthly, the “Review” contains 
illustrations in color and mainte- 
nance tips from company engineers, 
as well as articles on current trends 
of interest to the shopman and ex- 
ecutive. 


According to the 
L. M. Clarh 
Newspaper 
Readership Surveys: 


THE BOSTON 
RECORD-AMERIC. \N 
IS THE COUNTR’'S 
NO. 1 NEWSPAP:R 
FOR ADVERTISI! G 
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Booklet Offers List 


of Research Agencies 

A booklet, listing New York or- 
ganizations which do independent 
commercial research and indicating 
the specific scope and activity of 
each, its specialty, history, person- 
nel and other pertinent data, has 
been published by the Bureau of 
Business Research of the City Col- 
lege School of Business. 

It is available from the bureau at 
17 — Ave., New York 10, 
at $1. 


“Ever since you heard that W AC 
recruiting spot on WFDF Flint, 
you've forgotten all you ever 


knew about camouflage.” 


Biggest Promotion 
Planned for ‘43-44 
Sunkist Lemon Crop 


Four Different Uses 
to Be Featured in 
Separate Campaigns 


(Picture on Page 43) 


Los Angeles, Dec. 22.—Backed by 
the largest lemon advertising in- 
vestment in California Fruit Grow- 
ers Exchange history, Sunkist 
lemons will be promoted as four dif- 
ferent products in four separate 
campaigns to run_ consecutively 
during the ensuing 12 months, it 
was revealed this week by Russell 
Z. Eller, advertising manager. 

Surveys and studies made by the 
Exchange have proved conclusively 
that consumers buy lemons as four 
different products or uses: (1) as 
a food; (2) as a beverage; (3) as a 
laxative; (4) as a cold remedy. In- 
asmuch as different presentation 
techniques are required for each use, 
Sunkist has set up four entirely sep- 
arate advertising c&@mpaigns — one 
for each product or use. 

Colds. are prevalent during the 
winter so the advertising for lemons 
as a cold remedy is currently ap. 


pearing in magazines and news- 
papers. The spring campaign will 
sell lemons as a food. During the 
hot summer months they will be 
promoted as a cooling beverage. 
And in the fall the concentration 
will be on lemons as a laxative. 


Largest Fund Expected 


The box assessment, through 
which advertising funds are raised, 
remains at 12c a box. However, 
because this year’s shipments are 
expected to be the largest in his- 
tory, the funds available will be 
larger and plans are being made ac- 
cordingly. One of the Exchange’s 
problems in past years has been to 
increase the sales of fresh lemons. 
Fresh lemon sales return greater 
profits to growers than unmarket- 
able crops turned over to processing 
plants. 

Advertising campaigns concen- 
trated on specific uses have done 
much to correct this condition, ac- 
cording to the Exchange. A typical 
example is the intensive newspaper 
and spot radio campaign conducted 
last September and October when 
it became imperative to move the 
fresh fruit to the consumers. It 
was the heaviest in Sunkist’s history 
and boosted lemon sales 22% over 
a similar period last year and 26% 
over the average for the past three 
years. Lemons as a laxative was 
the use featured, and the campaign 
maintained the strong demand for 
lemons in the face of a usual sea- 
sonal slump. 

In the current winter campaign 
featuring lemons for use in com- 


batting colds, an educational type 
of copy is used. The copy lists five 
basic things to do for colds as ad- 
vised by physicians and explains 
how lemons can be used in every 
step. 

This cold copy is appearing in 
The American Weekly, Collier's, 
Country Gentleman, Farm Journal 
and Farmer’s Wife, Liberty, Life, 
Look, The Saturday Evening Post, 
This Week Magazine and True 
Story, as well as the First Three 
Markets and Metropolitan groups. 
Three to seven ads will appear 
each week until Feb. 20. Spot radio 
will also be used. The network 
program, “Today at the Duncans,” 
which had the support of both 
lemon and orange advertising, was 
not renewed after its summer vaca- 
tion, the Exchange feeling that it 
was more important to concentrate 
on specific markets with spot cam- 
paigns as the need arose to move 
fresh fruit to consumers. 


“Rx—Lemons” 


Merchandising aids for dealers 
include newspaper mats and dis- 
plays, including a particularly out- 
standing set of displays which cap- 
italize on the prescription depart- 
ment idea and feature Sunkist’s 
“Rx Lemon Health Department” 
and show the use of lemons for 
colds and constipation. 

In discussing the seasonal cam- 
paign for Sunkist navel oranges 
now reaching the rnarket, Mr. Eller 
pointed out that the orange promo- 
tion again ties in with the govern- 
ment’s nutritional campaign. Other 


Cig hteen 


In the primary areas served by the stations of Westinghouse are 18,000,000 people. Twice as many 


people as there are in the Army. Roughly one-seventh of all the people in the continental United States. 


Running a big hotel. . 


enormous potential audience. It calls for balanced programming . . 


. even a chain of hotels . . 


to entertainment to church services to sports to market reports and so on. 


. is fairly simple compared to catering to this 


. a proper proportion of news 


Westinghouse programming is meeting the need, too, as improvement follows experience and as 


business ethics and audience research monitor the whole procedure. Not only are the country’s 


top shows, NBC’s Parade of Stars, available to these eighteen million people, but the abilities and 


facilities of Westinghouse programming are put behind local programs as well. 


The end-result for sponsors is that all-important Westinghouse Response Ability on the part of 


these 18,000,000 house-guests 


... these Westinghouse guests. 


WESTINGHOUSE RADIO STATIONS Inc 


“ 
7 


@): WOwWO + WGL*+ WBZ* WBZA* KYW * KDKA 


Advertising Age, Decermber 27, 1: 43 


fresh fruit anZ vegetable items y jj) 
be publicized as they, along wth 
oranges, are included in three of 
the government’s widely publicived 
seven basic food groups. 

The advertising will continue jp 
feature such copy as “Best for ju ce 
and every use,” “the high vitamiy 
juice oranges,” “seedless, easy ty 
peel, slice, section” and other ye}! 
known Sunkist appeals. 

The navel orange campaign \’(j| 
appear in The American Wee} |, 
Parents’ Magazine, The Satura, 
Evening Post, This Week Maga> ne 
and 196 metropolitan dailies. 
Painted bulletins will be used jp 
major cities; painted walls in Ney 
York and Chicago; and car cards. 
and subway platform 2-sheet pvst- 
ers. 

Foote, Cone & Belding handles 
the account. 


Harold Hough Named 
Blue Net Director 


Harold Hough, general manager. 
KGKO, Fort Worth - Dallas, and 
chairman of the Blue Network's 
stations planning and advisory com- 
mittee, was named a director of the 
Blue Network Company at the reg- 
ular monthly board meeting last 
week. It was said to be the first 
time in the history of American 
broadcasting that a station repre- 
sentative who is not a stockholder, 
was named a network director. 

In making the announcement, 
Edward J. Noble, head of the Blue. 
said Mr. Hough’s appointment is in 
conformity with the policy set forth 
at the general meeting of affiliates 
in Chicago last month. Going back 
to the time Blue formed its plan- 
ning and advisory committee at the 
beginning of its corporate existence 
Mr. Noble said that “the time has 
come when stations should be rep- 
resented, not only by this commit- 
tee, but also by a stations’ man sit- 
ting with the company’s director- 
ate.” 


Interchemical Forms Outlet 

Interchemical Corporation, New 
York, has organized a trade sales 
division that will become the official 
outlet, starting Jan. 1, for all con- 
sumer products developed by the 
company, its divisions and subsidi- 
aries. 


THERES NOT 
ANOTHER 
LIKE IT! 


e The per family pur- 
chasing power in 
Southern New England is 
greater than in any other 
section of the country. 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 
to bring sales results. 
Reach these ‘extra buy- 
ing dollars through WTIC 


—Southern New England's 


foremost selling medium. 


0.008 


DIRECT ROUTE TO AMERICA’S No. 1 MARKE 
The Travelers Broadcasting Service 
Corporation 


Member of NBC and New England 

Regional Network . 
Represented by: WEED & COMPAN 
New York, Boston, Chicago, Detroit, Son 


Francisco and Hollywood 
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o_ of the pessimistically figure-minded tell us that 
by the time the war is over our national debt will 
probably total $250,000,000,000. 


They further calculate that every mother’s son of us, 
including the new-born, will face the future bearing a 
personal share in that debt of $1,851.85 — and with 
that they heave a deep sigh. 


Well, brother, as they say on Broadway, “that ain’t 
hay” — neither is it something to make us curl up and 
send word for the pallbearers. 


You wouldn't think much of a young fellow in Amer- 
ica who didn’t have tucked away in his head the idea 
that he was going to have a house, a shop of his own, 
and a motorcar or two before he is through — any one 
of which makes that inherited “nut” look silly, 


The plain fact is, we need to reorient ourselves in the 
new world that’s looming. We need to lift our sights 
and, by boosting our personal quota, get our share of 
that national debt down to digestible size. 


There's a lot to getting things in perspective — only 30 


that less advantaged folks have ever seen. 


You can see, too, that at the end of this war America 
will stand as England stood at the close of the Napo- 
leonic era, with the largest industrial plant, the largest 
navy, the largest merchant marine in the world — not 
to mention our predominant air facilities, 


Hearst Newspapers believe that with these as a 
starter, the drive and energy of our people can realize 
benefits for the world and America greater than the 
timid dare dream, and so believing take their place in 
the forefront of the coming advance. 


They have done that before, over many years and on 
many a mission, to such good effect that the nearly 
5,000,000 families they reach hold them in special 
regard. Thus: 


) 


If it is on-the-minute, accurate news they want, they 
look to Hearst Newspapers first. 


If it is authentic interpretation of events or trustworthy 
editorial counsel they want, they look to Hearst News- 


papers first. 


If it is features, newspictures, cartoons, columnists’ 
comment, society, sports or business news they want, 
they look to Hearst Newspapers first. 


There is a lesson here which no sensible advertiser with 
an eye on the future will ignore. 


It is simply that in planning marketing programs to 
reach these people, he should look to Hearst News- 
papers first, as do they. 


HISTORICAL FIRSTS BY HEARST NEWSPAPERS 


Fighting in the first rank on the side of the people, and for their interests, is no new thing for Hearst Newspapers. From 
the days of their beginning, they have made Americanism their creed, and how well they have served it is shown by the 
long roster of causes they have championed, of which these are a few examples: 


It was Hearst Newspapers that relentlessly 


It was Hearst Newspapers that led the 


years ago this country thought it was riding a boom : 
fight for the All-American Panama Canal. 


tide on an income of considerably fewer billions than 


marked the low point of the recent depression. It was Hearst Newspapers that bached 


Billy Mitchell and the cause of air power. 


It was Hearst Newspapers that opposed 
the peacetime destruction of American battle- 


So look up and on, now, instead of back. You will see 
before America and her people the greatest prosperity 
ever, fertilized by our new capacities, new materials, 
new techniques, and on all world fronts the greatest 
sampling campaign on modern goods and equipment 


} ips. 


It was Hearst Newspapers that foughi 


the good fight for Woman's Suffrage. 


It was Hearst Newspapers that cham- 
pioned U.S. having the largest Navy in the 
world. 


It was Hearst Newspapers that over dec- 
ades ceaselessly warned of the danger of Japan. 


It was Hearst Newspapers that sponsored 
the Hearst Rifle Shoot for national preparedne 


have combated the narcotic evil in America. 


It was Hearst Newspapers that exposed 
the perils to free institutions of grade labeling, 
communism, bureaucratic controls and a host of 
other encroachments, and it will be Hearst 
Newspapers that continue to crusade for a 


greater America during and after the war 


HEARST 


Ade 


PAPERS 


Serving the American People — their Freedom, Security and Progress— by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


NEW YORK JOURNAL-AMERICAN 
Evening and Sunday 


NEW YORK MIRROR 


LOS ANGELES EXAMINER 


Morning and Sunday 


LOS ANGELES HERALD-EXPRESS 


Morning and Evening 


Morning and Sunday Evening BOSTON ADVERTISER 
CHICAGO HERALD-AMERICAN BALTIMORE NEWS-POST Sunday 
Evening and Sunday Evening 
DETROIT TIMES BALTIMORE AMERICAN PITTSBURGH SUN-TELEGRAPH 
Evening and Sunday Sunday Evening and Sunday 
oy 7 ’ * Ps “hr 


BOSTON RECORD AND AMERICAN 


Evening 


SAN FRANCISCO CALL-BULLETIN 


OAKLAND POST-ENQUIRER 
Evening 


SAN FRANCISCO EXAMINER 


Morning and Sunday 


MILWAUKEE SENTINEL 


Morning and Sunday 


SEATTLE 
Morning and Sunday 


PO a ce es BU i in hs Boo a 
ie, Oe Soe Z 


POST-INTELLIGENCER 


SAN ANTONIO LIGHT 


Evening and Sunday 


ALBANY TIMES-UNION 


Morning and Sunday 
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Davidson Made V.-P. 


Halsey Davidson, art director of 


Thiele Heads Ad Club 


Joe W. Thiele, 


president. of Station WOAI, San Antonio. 


Straus-Frank 
all Campbell-Ewald accounts han-| Company, has been elected presi- 
dled out of the Detroit office of the|dent of the San Antonio Advertis- 
agency, has been named a vice-|ing Club, succeeding Walter Zahrt 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc- 


Canada to Supply 
200,000 Tons of 
Newsprint Monthly 


Ottawa, Ont., Dec. 21.—Topping 
an earlier estimate by a consider- 
able amount, the Wartime Prices 
and Trade Board announced this 
week that Canada will produce 252,- 
900 tons of newsprint monthly dur- 
ing the first half of 1944, with 200,- 
000 tons available each month to 
United States users. 

Earlier forecasts had placed the 
United States figures at 182,000 tons 
a month, compared with about 210,- 
000 tons a month sent to U. S. pub- 
lishers during the past year. 


Production Rates Set 


Woodpulp shipments to the United 
States during the six-month period 
will be at the annual rate of 1,100,- 
000 tons, or 91,666 tons a month, 
the Canadian board said. Of the 
estimated newsprint production, 15,- 
400 tons will go for Canadian con- 
sumption and 37,500 tons will be 
supplied overseas markets. 

While production rates have been 
set for only the next six months, 
the board said every effort will be 
made to continue these higher levels. 
The whole situation is to be re- 
viewed when actual pulpwood pro- 
duction figures for the current cut- 
ting season become available next 


April. A number of steps taken to 


improve the labor supply in the 
woods has improved the production 
situation, the board explained, 
although serious shortages still per- 
sist in some producing areas. 

Distribution of pulp shipments 
between all kinds and grades of 
pulp will be discussed further with 
WPB officials, the board said. 


Investigate Extension Methods 


“The Canadian newsprint indus- 
try has been investigating methods 
of extending wood fiber supplies by 
the use of clay filler and the pos- 
sible reduction of sulphite pulp con- 
tent and by the use of some waste 
paper in the production of news- 
print,” the board said. 

“The newsprint tonnage set is 
based on the assumption that these 
measures will produce approxi- 
mately a 4% extension in the ton- 
nage of newsprint available from 
normal wood content.” 

In a statement accompanying the 
announcement of the proposed 
Canadian production rate for the 
first half of 1944, Robert Fowler, 
general counsel and secretary of the 
WPTB, paid tribute to the work 
done by National Selective Service 
and by the companies themselves in 
Canada to improve the labor supply 
so as to maintain production at the 
highest possible levels. 

The work of National Selective 
Service has been particularly effec- 
tive and the producing industry in 
Canada has also taken all practic- 
nt steps to enlarge the supply, he 
said. 
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More help to come | 
free copy of WaRTiuE seoce 
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that will help you solve new 
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helps you solve many 


booklet from 


IDAIRE 


36 Pages of simple, practical suggestions 
: ~ spec 
te give wartime help to those who bought mor tally prepared 


thao 7 milliea sidaires — 
Sow offered to every refrigerator user! Call of sig 


send for your free copy of WARTIME su 
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De you know these things? 
De you kmow how to defrost amd 
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“1 ook for our dealer in the Classified 


section of your Telephone Book” 


These three ads have one idea 
in common —of making it easy 
for prospects and customers to 
find local representatives. Trade 
Mark Service does exactly that. 

When your trade mark and 
local outlets are displayed in 
telephone books, you can direct 
prospects to your dealers for 
authorized sales and service — 
the way these three advertisers 
are doing. 

Users of this identification plan 
use such a reference not only in 
magazines but also in radio, news- 


paper and outdoor advertising. 

Today. with civilian goods 
production cut, the Classified 
offers a low-cost way to keep your 
company and dealers constantly 
before the public. Your trade 
mark would be seen in millions 
of homes, factories and offices — 
maintaining recognition of your 
products and services now and 
for the post-war period. 

For details call the telephone 
business office, and ask ¢ 
for the Directory Adver- Y 
tising Representative. 
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so | YOUR BRAND NAME—— | 

ad 

— A promotional message for 

2 your service or product. 

as 
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Advertising Age, December 27, 1913 


Dec. 23-Jan. 3 
Ad Moratorium 
Planned by ‘News 


Chicago, Dec. 22.—To keep wit! in 
its newsprint budget, the Chico go 
Daily News announced today tat 
beginning with tomorrow’s issue 
until Jan. 3, 1944, it will omit 4)) 
advertising except death and lea] 
notices, church bulletins and amu e- 
ment copy. 

This was the only course avail- 
able, the newspaper explained, after 
it decided not to restrict advertis ng 
copy materially during October, No- 
vember and December. Instead it 
elected to let advertisers maintain 
all important and necessary sched- 
ules up to Christmas week and then 
to clamp down drastically for the 
remainder of the year. 

Beginning with the issue of Mon- 
day, Jan. 3, the daily explained to- 
day in a published announcement 
to advertisers, “advertising will 
again be accepted for that date and 
all subsequent publishing days ix 
1944.” 

“Such acceptance will, of course, 
be subject to any further govern- 
ment rationing restrictions which 
may be imposed upon newsprint 
from time to time,” the announce- 
ment said. 

During the Dec. 23-Jan. 3 period, 
the News is to appear as usual with 
all editorial features and news sec- 
tions unabridged. It does not pub- 
lish Sundays. About 200,000 lines 
of advertising, in all, will be 
crowded out by the year-end ban, 
according to George Hartford, ad- 
vertising director. 

At the outset of newsprint ration- 
ing, the paper said, it became ap- 
parent that the News could not live 
within its quota and accommodate 
all advertising offered while provid- 
ing adequate news and features. It 
said advertisers and agencies had 
given complete, wholehearted coop- 
eration in meeting the space prob- 
lems. Earlier, it added, the News 
voluntarily restricted its circulation 
volume to keep within the fixed 
newsprint budget. 


PLAN DRASTIC CUTS 


Baltimore, Dec. 21.— News and 
advertising will share equally in 
space reductions forced on the Balti- 
more Sunpapers by the newsprint 
shortage, it was announced here 
Saturday. 

Effective Jan. 1, The Evening Sun 
will be limited to eight pages Satur- 
day, with other weekday editions to 
run from 20 to 32 pages, officials 
announced. The Morning Sun will 
be held from 14 to 22 pages. Essen- 
tial features are to be continued, 
but news dispatches will be shorter, 
it was said. 


BANS DISPLAY ADS 


San Francisco, Dec. 21.—To finish 
out the year with its available news- 
print quota, the San Francisco News 
announced today it will accept no 
display advertising for Thursday 
and Friday editions, and will not 
print a Dec. 25 issue. 

The Call- Bulletin expects to 
stretch its remaining 1943 newsprin' 
supply by continuing its recent rule 
|of accepting no display copy for the 
| Saturday editions. 
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: elling Women While 
_ They’re Young 

| Published by GIRL SCOUTS 
155 E. 44th St., New York 
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THE YOUTH GROUP 
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Honeering Since 1849 


A long history of pioneering, embracing every major development 
in American brewing’ is thrillingly climaxed in the Schlitz you drink today. Brewed with just the 


kiss of the hops, none of the bitterness, Schlitz brings you that famous flavor found only in this 


_— — SS great brew. 
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Copyright 1943, Jes. Schlitz Brewing Co., 
Milwaubee, Wis. 
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THE BEER THAT MADE MILWAUKEE FAMOUS 
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Follows Own Advice | 


To the Editor: Today, two years | 
after Pearl Harbor, even as we look 


ne Zvrene? 
forward to victory and peace, there | THE UTURE, 


| 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


FAITH IN FUTURE 


Dea se | 


| 


— | 


already is discouragement in many | '*t Ve Feee UNAFRAID: = | 


quarters on postwar preblems of | 
unemployment for service men and | 
industrial reconversion. 

For this reason the accompanying | 
advertisement of the U. S. Sugar | 
Corporation, which shows Washing- | 
ton and Lafayette at Valley Forge, | 
seems particularly encouraging with 
its challenge: “The Future? Let us 
face it unafraid!” Backing that 
statement, the company now has 
plans under way for a $10,000,000 
diversification and expansion pro- 
gram. 

We are wondering whether an 
even still greater barrage on this 
theme of hope and positive assur- 
ance for the future by the advertis- 
ing world would not be a potent aid 
in forestalling the psychological 
factors which play such an impor- 
tant part in the formation of na- 
tionwide depressions. 

Advertising already has given us 
a broad glimpse into the bright 
future awaiting us. Now it might 
heavy up on the thought, “It can 
and shall be done!” 

The sugar company advertise- 
ment was handled by the Asso- 
ciated Advertising Agency, Inc., 
Jacksonville, Fla. 

G. RALPH KIEL, 

Hal Leyshon & Associates, 

Miami, Fla. 

a. 
Criticized as ‘Folly’ 

To the Editor: The practice of 
using an agency signature on ad- 
vertisements, initiated by N. W. 
Ayer & Son and discussed in a re- 
cent issue of ADVERTISING AGE, seems 
to me to be so full of danger to the 
whole advertising business that I 
believe it is definitely within your 
editorial purview to consider its 
merits and demerits from the stand- 
point of our business. As to the 
former, the only ones I can think of 
are competitive. It may indeed be 
a “smart” pitch for Ayer and for 
certain other large agencies if they 
can sell their clients on the idea. 
But if so it is smart in my opinion 
from an immediately competitive 
standpoint only. In the long run if, 
as I believe, they are undermining 
the whole agency business—indeed 
perhaps the whole field of advertis- 
ing—the idea will prove as unfor- 
tunate to them as it will to all other 
agencies. 

The reason for this conclusion 
must be obvious. Close as we are 
to the business, we may not all stop 
often enough and realize how little 
the mechanics of advertising are 
known to the consuming public at 
large. Advertising especially to the 
mass consuming market is thought 
of as coming from the advertiser. 
This thought, obvious enough, ap-| 
parently is ignored by the practi- | 
tioners of printing agency names on | 
advertisements. Think for a mo- 
ment of the effect of this practice 
on testimonial advertising, or on | 
first-person copy, or on a dozen) 
other forms of successful advertis- | 


ing. And it is immaterial whether 
those particular advertisements are 
Signed by the agency or not. Once 
the practice becomes general—and 
you can hardly expect Ayer’s prin- 
cipal competitors not to be goaded 
into adopting some steps of their 
own along the same line if it is kept | 
up—the whole theory and practice 
of advertising will be completely 
undermined. . 

The point may be made that in 
certain business publications, prin- 
cipally Fortune and Business Week, 


agencies are identified. But the 
readership of these publications, 
which altogether does not exceed 


500,000 people, is composed prin- 
cipally of business executives who 
understand the mechanics of adver- 
tising and appreciate the fact that 
because an advertisement is created 
by an agency, the sincerity and va- 
lidity of the advertising message | 
are in no way lessened. To expect 
such commercial sophistication on 
the part of the mass consuming 
public, however, is worse than an 
illusion—it is, to my mind, folly 
If this practice is actually adopted 
and expanded it is obviously only a 
question of time before the present 
modest identifying signature now 
used by Ayer is considerably en- 
larged by the agency’s competitors. 
Further, if it is desirable for an 
agency to sign space advertisements, 


why not an identifying signature 
on the air? 
Finally, if this practice is logical, 


UNITED STATES SUGAR 
*@RPORATION 
(LEW ISTOR. FLOMIDA 
The belief that the American people will 
measure up to the heritage of our fore- 
fathers is expressed in this advertisement 


of U. S. Sugar Corp. 


conclusion and have “program 
| notes” on every advertisement, viz.: 
|“Copy by Joe Zilch under direction 
| of Cyril Quackenbush, Art Director 
|George Spelvin, 


Keep Collins Covered 


why not carry it to its ultimate 


account handled 
by Johnny Doughboy.” Maybe 
that’s fantastic, but no more fan- 
tastic than the practice seems to me 
to be as it is; and, after all, if ad- 
vertising space is to be used for the 
benefit of the agency as well as the 
client, why not? 
Wo. T. Coss, 


Copy Director, Albert Frank- 
Guenther Law, Inc., New York. 


To the Editor: Joe R. Collins, 
formerly ad manager of Libby, Mc- 
Neill & Libby, Chicago, who is now | 
a captain in the Army stationed | 
“somewhere in Italy,” sends the 
following message in a V-letter ad- 
dressed to fellow members of the 
Advertising Managers Club of Chi- 
cago: 

“IT wonder what American adver-| 


tising looks like now . . haven't 
seen a paper or magazine for | 
months.” 


Probably the reason for his not| 
receiving advertising publications 
is because of Post Office regulations | 
which require a written request) 
from the man in service. | 

Capt. Collins was always a de-| 
voted reader of ADVERTISING AGE 
and it would seem in order to ask | 
advertising managers, through a no- | 
tice in your publication, to send him | 
proofs of their latest ads. (Eight) 
ounces is the Post Office limitation 
on first class mailing of such 
proofs.) If you would be good! 
enough to give wide-scale publicity | 
to this suggestion, I know that it 
would be greatly appreciated. Mail- | 
ings may be directed as follows: | 
Capt. Joe R. Collins, 60th Service | 
Group, Hq. & Hq. Squadron, A.P.O. 
No. 528, c/o Postmaster, New York, 
N. Y. K. Lies, 

Bear Brand Hosiery Company, 

Chicago. 


Reaches Big Audience 


To the Editor: Mr. E. R. Haddon 
of the Bell Telephone advertising 
department here was good enough 
to bring me in a copy of ADVERTIS- 
ING AGE for Oct. 25 with a copy of 
my Tomcat ad that I ran some time | 
ago in the Toronto Globe & Mail, 
together with your  publication’s 
comments. This is the first that I 
have seen of this issue, and I feel 
very flattered in having you run the 
article on your editorial page. 

I am reproducing your column, 
as is, next week in the Globe & 
Mail in a two-column ad with some 
concise complimentary references to 
your publication. 

I am mailing you under separate 


cover a copy of my “Hall of 
Fame,” which comprises’ several 
hundred ads that we ran in the 


Globe & Mail in the past four years. 
I had 10,000 of these books issued 
for distribution amongst our Can- 
adian armed forces. As far as I 
know it is the only instance on this 
continent where paid advertise- 
ments have ever been published in 
book form as interesting reading. I 
may say that advertising is a form 


| 
| 


| 


| dulging 


come in °45, I’m wondering if you 
people or your printer have been in- 
i in a little wild wishful 


| thinking. 


You may have a lot of influence, 


| but all the promotion in the world 
|can’t convince me that it’s three 
| years from now. 


If it is, you’ve 


of insanity with me, and many of| certainly played hob with my dead- 
my friends think I should be locked | jines. 


up in a psychiatric institution, but) 


as this whole world is crazy I am 
appealing to a big audience, and 
have raised over half a million 
books through our column without 
any cost to the government. 
J. J. CARRICK, 
Toronto, Can. 
| J ae 4 


Caption Fills In 

To the Editor: Add to the many 
blessings bestowed upon us: 

“God sent the rain Dorothy 
Thompson and the sun,” as the pic- 
ture caption made it turn out in 
Miss Thompson’s column in a re- 
cent issue of the Pittsburgh Post- 
Gazette. 

GEORGE L. KINTER, 

Advertising Highlights, Pitts- 

burgh. 


v 
It’s Still “43 
T. the Editor: Just got around 
to reading our circulation copy of 
ADVERTISING AGE for Nov. 8, and 
instead of being a month late, I find 
that according to your dateline for 
that issue “Nov. 8, 1945”, I’m about 
three years too early. 
With all the talk of V-day to 


= 


Come off it, boys, it’s still ’43, and 
we haven’t time for any _ such 
dreaming—there’s too much work 
to be done. 

EUGENE J. KorDA, 

North American Philips Com- 

pany, Dobbs Ferry, N. Y. 


— 
Repeats Holiday Appeal 

To the Editor: Last year, the 
Dad’s Root Beer Company launched 
a very successful campaign to have 
every family in the country invite a 
service man or woman to their holi- 
day dinner. So successful was this 
campaign, that they have decided 
to repeat it again this year. 

In the Chicago markets, colorful 
posters, newspaper advertising in 
all papers, and radio announce- 
ments will carry the message: “In- 
vite a service man to your holiday 
dinner.” Other markets will use 
radio spots, some newspaper adver- 
tising, and also the posters. 

The campaign, which will run 
through the Thanksgiving and 
Christmas seasons, started Nov. 22 
through Nov. 24; and then starts 
again on Dec. 19 through Jan. 1. 

The company feels that the in- 
centive is even greater this year to 
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| give our service men and womer 4 
touch of home through these i »- 


INVITE A SERVICEMAN | 
HOLIDAY DINNER 


: 


portant holidays, and the campaign 
should be even more successful. 
RAY FREEDMAN, 
Malcolm - Howard Advertising 
Agency, Chicago. 


For Signs of 
the Future 


How to get a Blueprint 
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of a Choice Cut of Postwar World 


— planners pop up everywhere. But 
most postwar plans are as vague as the Milky 


Way. Harassed sales managers, with little to sell 


start planning to move all that their companies can 


produce when peace arrives. 


Yet right in the middle of America, perched on 
25% of the nation’s richest soil, buttressed by a 
sound, diversified industry, is R & T lowa—one of 
America’s 20 top markets today and surest of all 


to be America’s steadiest market tomorrow .. . 


salvation for sales managers. 


today and much to sell tomorrow, wonder how to 


The wealth of lowa comes from its sun-kisse«, 
rain-drenched soil. But it flows in a rich, unceasin 
current through the cash registers of Urban low 
... Spreads its stimulating force through the solic 


stable towns and cities where the best sales pros 


pects are readers of the state’s greatest newspape: 


where to start 


If you are fidgeting around, trying to decid 


your postwar planning—concen 


trate on the stabilized postwar market, R & © 
Iowa. Make sure you get your share of that. . 


and you won't have to worry so much about th 


uncertain world elsewhere. 


Pr aon Yo 


® wist 


on your newspaper list. 


a 


| IOWA 


A STAT. 5 E URBAN MARKET . 
BYAS THE-READ PAPER ...THE BES MOINES 
R & T lowa is the one of the nation’s 20 ° 


best urban markets not found in the 50 
largest cities. Make sure R & T lowa is 


CULTIVATE 10WA TODAY... 
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FOR CULTIVATING I10WA 
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Snowllakes ‘Better 
Than Bombs,’ BEM 
Tells Customers 


Boston, Dec. 21.—In another of its 
ank talks with patrons, the Boston 
* Maine Railroad is running, in all 
ilies and weeklies in its territory, 
n advertisement informing them 
iat snow is going to interfere with 
.eir comforts this winter. 
Some three years ago, when it 
in its famous ad entitled “What a 
ell of a way to run a railroad,” 
the B&M sounded a new note in 
ilroad advertising. Since that 
ne, it has conducted a practically 
yntinuous “chat” with its patrons. 
The ads have all been couched in 
breezy, informal language. While 
the war theme has been used exten- 
vely, there has been no attempt to 
use emotional copy and the entire 
B&M program, directed by Herbert 


Mpaign L. Baldwin, the road’s publicity 
ful. manager, and handled by Harold 
AN, Cabot & Co., Boston, has had a 
ising humorous or semi-humorous tinge. 


With more than 2,900 B&M men 
—— now in uniform and “new employes 
harder to get than butter” the prob- 
lem of shoveling snow is going to 
be a real one this winter, travelers 
are told in the latest copy. 

“So if some morning this winter 
you find that your station platform 
isn’t shoveled properly, your train 
runs late, the cars are cold, or you 
are delayed enroute, please remem- 
ber that every one of us on the 
railroad is doing his very best,” the 
railroad says. 

“We can tell you frankly that 
troop trains and freight trains mov- 
ing necessary war materials are the 
‘coddled babies’ today. .. We’re 
pretty sure you'll take any discom- 
forts you may encounter with a sort 
of ‘well, wading in the snow isn’t | 
as bad as wading through a jungle, | 
and after all, snowflakes are better 
than bombs.’ ” 


Miss Nagle to BH&S 


Miss Marion W. Nagle, formerly 
in the department of public infor- 
mation, Pennsylvania State College, 


has joined Beaumont, Heller & 
Sperling, Inc., Reading, Pa., as 
space buyer. 
* ® 
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Fitzgerald Agency 
Changes to Partnership 


Fitzgerald Advertising Agency, 
Inc., New Orleans, is dissolving as 
a corporation Dec. 31, when a part- 
nership is to be organized under the 
same name. 

The new partnership will include 
Joseph L. Killeen, Joseph H. Ep- 
stein, Roy M. Schwarz, Leonard E. 
Gessner, E. W. Rector Wootten and 
Warren G. Posey. It is taking over 
all affairs of the corporation. 


War Workers Stage Shows 


The Pittsburgh Post-Gazette is 
sponsoring a radio program, ‘War 
Workers’ Victory Varieties,’ over 
Station WWSW every Sunday from 
3 to 4 p. m., amateur talent being 
enrolled from the army of workers 
in war industries. 


‘Plastics’ Solves 
Paper Problem— 


Uses Miniatures 


New York, Dec. 21.—Unable to 
accept additional subscriptions be- 
cause of WPB paper restrictions, 
Modern Plastics has found a tem- 
porary solution to the problem by 
sending free of charge to every 
would-be subscriber a miniature 
Modern Plastics reproduced by the 
offset process from the regular issue 
of the publication. 

Except for advertising matter, the 
miniature is a complete reproduc- 
tion of the regular issue, and will 
be sent to those who seek to sub- 
scribe and cannot until expiration 
or cancellation vacates some exist- 
ing subscriptions. The miniature, 
called the “Overseas Edition,” 


also sent without charge to many 
former subscribers now in the 
armed services. 

“Total paper consumed by one of 
these editions is so small as to be 
unimportant in comparison with the 
job of education and good will which 
the miniature has aiready demon- 
strated it can perform in full meas- 
ure,” said Walter S. Ross, promotion 
manager. He added that legibility 
tests are now under way to de- 
termine the optimum size of type 
and page. He emphasized that the 


service is merely a stop-gap and | 


will be continued only until suffi- 
cient paper is again available to 
enable Modern Plastics to meet its 
circulation needs. 


Gets New Account 
Cushman & Dennison, New York, 


is | 


manufacturer of the Fountnbrush 


em ~ [ ae rs Sui WEL 
' 21 4 
on packages, cartons, etc., has 
placed its advertising with Nascon 


& Bourne, New York. Newspapers, 
magazines and business publications 
will be used. 
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They? ... the prosperous folks 
in rural Minnesota—the na- 
tion’s fifth richest farm state. 
And they certainly are talking 
about the KSTP program ads 
appearing each week in the 344 
country newspapers in our cov- 
erage area. 


What kind of ads? Well — 
that’s another story, but they’re 
really doing a job. We have a 
hunch they may be a new idea 
in audience promotion, but we 
don’t know. We don’t even 
care. What we do know and 
care about is the fact that rural 
Minnesota is talking about the 
ads, and listening to the pro- 
grams advertised. We've evi- 
dence aplenty of that. 


These ads are just one part of 
the continuous promotional 
campaign by which KSTP is 
strengthening its grip on Min- 
nesota’s bulging rural pocket- 
book. Other current promo- 
tional activities include: 


1, Personal appearances of 
KSTP’s Barn Dance group in 
Minnesota towns. 


2. Big ads in “The Farmer” 
(Minnesota farm circulation 
147,000). 


3, Full-page ads in “Land-O’- 
Lakes News,” reaching 65,000 
Minnesota farms. 


4,“On the Minnesota Farm 
Front” (column by Harry 
Aspleaf, KSTP’s Farm Service 
Director ) published weekly by 
81 country newspapers, 


“Around Radio Row” (radio 
* news-and-gossip column) pub- 
lished weekly by 70 country 
newspapers. 


All of which means that in addition 
to our effective and economical cov- 
erage of the Twin Cities—Minne- 
sota’s primary market—KSTP gives 
you a paying plus in the torm of a 
rapidly-increasing rural audience. 


50,000 WATTS 
Clear Channel 


Exclusive NBC Affiliate for the 
Twin Cities 


Represented nationally by 
Edward Petry and Company 


Advertising Gets 
Credit for Arthur 


Murray's Success 


New York, Dec. 21.—Combining 
skill as a dancing teacher with a 
thorough knowledge of dynamic 
advertising technique, Arthur Mur- 
ray, “America’s Dance Teacher,” 
has skyrocketed from New York’s 
East Side to establish a chain of 
dance studios which today ranks 
almost as a national institution, a 
group which gives 50,000 dance les- 
sons and spends more than $500,000 
annually on advertising. 

From the New York office alone, 
which grosses $500,000 a year, goes 
out $100,000 for advertising, 20% of 
the year’s income, for Arthur Mur- 
ray does not spare expenses on 
advertising, or hesitate to attribute 
his success to it. 

“I can frankly say that the major 
part of the success of my business 
is due to newspaper advertising,” 
Mr. Murray told ADVERTISING AGE. 
“If it weren’t for advertising, I just 
wouldn’t be where I am today.” 


Has Sheaf of Ads. 


Proof of his wide usage of adver- 
tising is the pile of advertisements 
on his desk in the New York office, 
clipped from newspapers through- 
out the country and placed by the 
various Arthur Murray studios. 
From Boston to Los Angeles and 
from Chicago to New Orleans, 
newspaper readers find advertise- 
ments of all sizes, but all urging 
them to “learn to dance at Arthur 
Murray’s.” 

Mr. Murray has been convinced 
of the value of advertising since the 
day many years ago when he placed 
a full-page advertisement, entitled 
“How I Became Popular Overnight,” 
which received such a tremendous 
response that he had to employ 90 
girls just to sort his mail. 

His theory of advertising is one 
which, if followed extensively, 
might dispel the peacetime worries 
of many publication advertising 
managers in the country—and cause 
a sharp increase in the number of 
media published, to furnish suffi- 
cient space for advertisements. 

For Mr. Murray believes that “the 
most important question to decide is 
how much business you can handle 
—then spend 20% of that amount 
on advertising.” 


“Budget” Not Needed 


“Some of our branch office man- 
agers speak of a budget,” he says, 
|“*but we know from experience that 
any money spent in advertising will 
come back long before the bills are 
due. The amount of money spent 
on advertising should have no rela- 
tion to the amount of business you 
are now doing, but what you expect 
to make. 

“For example, when our Dayton 
office opened, an expensive adver- 
| tising campaign was launched. The 
|results more than justified the ex- 
| penditures, since $700 worth of} 
/business poured in the first week | 
j}and by the fourth week $1,500 was 
| coming in.” 


Advertisements for the Arthur 
Murray studios have been placed | 
|almost entirely in newspapers, since | 
|the branch studios prefer the local | 
National | 


appeal of the papers. 
magazines were used for only a 


short time and radio time has been | 
used very little, although Mr. Mur- 
ray gave dance lessons over WOR 
for three years early in his career. 
The venture then proved so success- 
ful he is considering a program on 
the same order, “providing I get a 
sponsor,” he said. 


Veteran R&R Client 


Mr. Murray’s grasp of advertising 
has been a great advantage in his 
business career. He sometimes 
writes his own copy, although he is 
one of the oldest clients of Ruth- 
rauff & Ryan, which has been his 
agency for 23 years. 

“Many people do not agree with 
me, but I am a firm believer in 
using all of the words necessary to 


tell a story,” he said. “If a person 
is interested he will read all you 
have to give him. If not, a little 
reading matter won't sell him. You 
have to follow through and com- 
plete what you are saying to clinch 
a sale.”’ 

Advertisements are regularly 
tested to check on how well they 


appeal to the public by burying a 
free offer where it will not be seen 
unless the reader goes through the 
entire advertisement. The number 
of replies to this offer is a measure 
of the value of the advertisement. 


“Large-size advertisements bring 
much better results for the amount 
of money spent than smaller ones,” 
Mr. Murray declared. “Using the 
same caption, we placed copy in 
one, two and three-column sizes, 


|}and the larger advertisements were 


better read. When we first switched 
to large-size copy instead of the 
small one-column advertisements 
we used for some time, business 
jumped from $450 to $4,000 a week. 

“That’s why most of the adver- 
tising copy we furnish to the branch 
studios is prepared for larger size 
advertisements. The advertisements 
which we sent out this year are 
almost all in three-column sizes.” 

During his interesting and suc- 
cessful career Mr. Murray found 
time to complete a _ four-year 
course in business administration at 
Georgia Tech, teaching dancing by 
mail during that time. Here he 
typed out publicity releases to edi- 
tors in the Atlanta area, extolling 
his great success as a teacher. Find- 
ing that these did not rate the 
appeal he had expected, Mr. Mur- 
ray turned to advertising—and he’s 
relied on it ever since. 


Adds New Account 


Ralph H. Miller, Inc., which over- 
ates a chain of 40 women’s wear 
specialty shops in the Midwest, has 
appointed Consolidated Advertising 
Agency, New York, to handle its 
advertising, including a spot radio 
campaign to supplement its news- 
paper advertising in cities where 
Miller shops are located. 
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LEARN TO DANCE — THE MURRAY WAY 
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~  —Just put yourself in our hands for 6 hours! 


SARTHUR MURRAY © iro ones 


SAY ? 
NWERVOUS ? 


Enticing invitations to dance are featured in Arthur Murray advertisements which 
appear to the tune of $500,000 a year in newspapers from coast to coast, placed 
by the 40 studios over the country. 


Tyson Advances Four 


Fay Keyler, formerly vice-presi- 
dent and account manager ‘of O. S. 
Tyson & Co., New bine in has been 
appointed first vice-pr@sident. Eliz- 
abeth M. O’Neill, formerly secre- 
tary, has been named secretary and 
treasurer. Ernest S. Green, a copy 
assistant for two years, has been 
named manager of the copy depart- 
ment, and George Balsam, formerly 
an assistant account executive, has 
been named account manager. 


‘Pathfinder’ Changes 


Pathfinder, Washington, D. C.., re- 
cently acquired by Farm Journal & 
Farmer’s Wife, Philadelphia, has 
issued rate card No. 16, effective 
with the Jan. 3 issue. Closing date 
is now 14 days preceding date of 
issue and a limited number of four- 
color covers are offered when avail- 
able. The magazine’s advertising 
headquarters have been consoli- 
dated with those of the Farm Jour- 
nal in Philadelphia. 
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ongress to Study 
Possible Changes 
in Postage Rates 


Washington, D. C., Dec. 22.— 
Postage rates, including second and 
‘d class, probably will receive 
further Congressional study within 
a few weeks, regardless of the de- 
cicion of the Senate finance com- 
mittee to drop proposed third class 
increases from the pending 1944 tax 
pill, and the previous elimination of 
second class increases by the House. 

\ thorough review of postage 
charges, With recommended in- 
creases from the Post Office Depart- 
ment itself, will be presented to the 
House and Senate post office and 
post roads committees shortly, ac- 
cording to Postmaster General 
Frank C. Walker. 

Changes in postage rates will be 
based on a complete survey of the 
department’s accounting and cost 
ascertainment systems, now being 
completed by Charles A. Heiss and 
Allen B. Crunden, former comp- 
troller and assistant comptroller of 
the American Telephone & Tele- 
graph Company. The survey, con- 
ducted at an expense of nearly $50,- 
000, is expected to reveal areas in 
Post Office operations that can stand 
rate adjustments. 

In testimony before the Senate 


= 


finance committee recently, Mr. 
Walker said that he hoped to be 
able by about Feb. 1 to propose 
changes in postal rates on parcel 
post and third class, and possibly 
second class mail “which will elimi- 
nate to a considerable extent, at 
least, the loss of some $18,000,000 
on parcel post and $24,000,000 on 
third class matter.” 

In making these changes, 
Walker told the committee, he 
wanted the rates adjusted “in a 
manner that we will continue to re- 
tain our business and not tax it out 
of existence.” 

Although Mr. Walker told the 
committee that studies of special de- 
livery, money orders, registered, in- 
sured, and C.O.D. services have 
been nearly completed, so that full 
information on them could be sup- 
plied in three weeks, the committee 
decided to accept without question a 
House proposal doubling the rates. 
While he was testifying, Mr. Walker 
said that although he was not pre- 
pared to express a view on particu- 
lar changes in |postage rates whica 
should be madd, he didn’t think the 
department shpuld be run as a 
money-making jorganization. 

Asserting that each particular 
service must r its fair proportion 
working any hin- 


Mr. 


he didn’t feel great 
changes shouldgbe made in second 
class mail charges at all. 
Mentioning Esquire as a possible 
example, he expressed his determi- 
nation to exclude from second class 
matter certain’ “kinds and charac- 


ters of magazines” which he as- 
serted did not come under the head- 
ing of giving current information or 
devoted to the arts or sciences. “I 
see no reason why we should sub- 
sidize some magazines that I don’t 
think come under that category,” he 
said, pointing out that the depart- 
ment spends up to $500,000 in 
handling some of these magazines. 

Mr. Walker told the committee 
that third class mail revenues 
dropped about 20% last year “be- 
cause we are doing no national ad- 
vertising today.” He also asserted 
that the higher second class rate 
originally considered by the House 
committee would have put a lot of 
magazines and newspapers out of 
business. 

Under Mr. Walker’s regime, reor- 
ganization of the Post Office De- 
partment’s accounting procedures 
has been instituted, with unification 
of accounting and statistical work 
in a Bureau of Accounts. Among 
other developments are establish- 
ment of an office of budget and ad- 
ministrative planning and an opera- 
tions board to coordinate the work 
of all bureaus. 


Okay Lehman Contract 


Shareholders of Chicago Mail 
Order Company have approved a 
contract providing for the purchase 
by Lehman Brothers, New York, of 
an immediate interest in the com- 
pany and participation in a joint 
advisory committee to cooperate 
with the company’s management on 
postwar policies. 


British Magazines | 


Boost Circulation 
Despite Shortages 


London, Dec. 8.—Despite drastic 
paper restrictions, publishers of 
British magazines have managed to 
increase circulation of their publi- 
cations and have been given a slight 


boost in paper quotas to help supply | = 


part of the growing demand from 
troops overseas. ‘ 
Latest Audit Bureau of Circula- 


tions figures for the magazines show| = 


that total circulation for June, 1943, 
has increased 9% over the same 
month of the previous year. As of 
Nov. 1, the quota of permitted paper 
consumption has been increased 


from 1912% of prewar consumption | 
to 211/3%, with the increase to be| .. 


used only in stepping up circulation 
and not in changing the format or 
page totals of the magazines. 

Lighter weight paper, readjust- 
ments in format and typography, 
less frequent publication and sus. 
pension of some publications to sup- 
port others for the duration are 
among methods adopted by the 
British publications. Weight econo- 
mies and other devices have now 
been exhausted, however, and a 
larger paper quota is expected to 
help publishers supply the increased 
demand of troops for copies of their 
favorite publications. 

In the “over 100,000” circulation, 
five of the eight publications have 
stepped up circulation, while gains 
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Lf) THE WAR 


in dA 


Let not one soldier die nor hero sailor drown, for want of anything 


our money can supply. The tide of battle turns, our fighting men move 


on, to bring real hope to all. Every dollar we provide in Bonds, every 


single gun we help to forge, every life our gallant nurses save . . . these 


will hasten and secure the peace. America enters the New Year with a 


fervent hope that it shall be the last year of war suffering and despair. 


To this, some dedicate their very lives — we but our paltry dollars! 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, 


MILLS AT HAMILTON, OHIO... CANTON, N.C. ... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES 


OFFICES 


NEW YORK + CHICAGO + PHILADELPHIA * CLEVELAND + BOSTON * ST. LOUIS +» CINCINNATI * ATLANTA 


BACKS SALVAGE DRIVES 


The Victory Advertising Committee of 
Richmond, Va., used this newspaper copy 


to back the salvage program. Small 
illustrations indicate steps from the 
housewife's saving of kitchen fats to fin- 
ished war products and outline the need 
for waste paper saving, while tin salvage 
gets the play in the large illustration. 


have been made by all seven pub- 


lications in the “under 100,000” 
group. 
The leader, Radio Times, has 


managed to increase its circulation 
from 2,672,531 in June, 1942, to 
3,085,900 in June of this year. At 
the outbreak of war in 1939, Radio 
Times’ circulation was close to 
3,000,000, but this figure dropped 
abruptly to 2,000,000 where it re- 
mained for some time. As the war 
situation stabilized itself, so reader- 
ship of Radio Times increased and 
it was well over 2,500,000 during 
1942. 


Adds New Accounts 

H. W. Fairfax Advertising Agency, 
New York, has been appointed by 
Cluff Fabric Products Corporation, 
Park West Memorial Chapel and 
Vassar Shops, all of New York; 
General Instrument Corporation, 
Elizabeth, N. J.; and Hotel Surrey, 
Miami Beach. 


spot BROAD. | 


CASTING, LIKE 
SPOT BOMBING, 
HITS THE TAR- 
GET WITH FULL 
Ctetetehttinigs 


Exclusive 
National 
Representatives: 
DTI ccc cbesnecevecscsengas Buffalo 
CO rrr rit Cincinnati 
Pe atibedcneee ceed eeeses sReREE Duluth 
MEE, cbccttseseccdeecenceensagonnen Fargo 
WISH Trrrrer ret 
WKZO ..Kalamazoo-Grand Rapids 
ES og0ec0sctévedkeseseoesens Kansas City 
Oo Free Peer 
DE, D:ipcsabenebinas Minneapolis-St. Paul 
Pe cchsabcahspensseseanaene .. Peoria 
aaa nai St. Louis 
WFBL Ba Syracuse 
IOWA 
WHO. er Des Moines 
Wwoeu .« ‘ a 
KMA . ‘eewubednedee Shenandoah 
SOUTHEAST 
WCBM bows Baltimore 
wcsc Charleston 
WIS .Columbia 
WPTF ‘ . Raleigh 
| Sa er .. Roanoke 
SOUTHWEST 
KOB , ° Albuquerque 
KOMA ... Oklahoma City 
KTUL ery ‘ axes Tulsa 
PACIFIC COAST 
KECA ... Seenacwaehees Los Angeles 
KOIN-KALE : , , Portland 
KROW Oakland-San Francisco 
| KIRO ‘ .. Seattle 
| KFAR Fairbanks, Alaska 
and WRIGHT-SONOVOX, Ine. 


For latest radio information, call 


FREE & PETERS, lic. 


| Pioneer Radio Station Representatives 
Vaw 1932 


Since 


CHICAGO: 180 No. Michigan Franklin 6373 
NEW YORK: 444 Madison Ave Plaza 5-4198 
ATLANTA: 322 Palmer Bldg... Main 5667 
SAN FRANCISCO: Ii! Sutter.... Sutter 4353 
' HOLLYWOOD: [512 N. Gordon St... Gladstone 3949 
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Servel Uses Magazines 


Servel, Inc., Evansville, Ind., has 
released its winter schedule in a list 
of national magazines, using full 
color pages to say that when peace 
returns and Servel is “mustered 
out” of total war work, it will bring 
“made to order” climate indoors 
through the Servel gas air condi- 
tioner. Batten, Barton, Durstine & 
Osborn, New York, is the agency 
handling the account. 


Brand & Brand Moves 


Brand & Brand, publishers’ rep- 
resentative, has moved to Room 205, 
Architects building, 816 W. Fifth 
St., Los Angeles 13, Cal. 


Reynolds to Buchen 

Martin Reynolds, formerly with 
Foote, Cone & Belding, has joined 
the media department of the Buchen 
Company, Chicago. 


YOU MAY BE 


ABLE TO JUMP 


257 FEET ON SKIS* 


BUT—yvou can 


'T MAKE A RADIO- 


JUMP INTO WESTERN MICHIGAN, FROM 
CHICAGO OR DETROIT! 


Let’s be realistic. 


Do YOU ever 


listen to any radio outlet that’s 


located 150 miles 


from your 


The Kalamazoo-Grand 


area is the home of 


R 

1,483,609 better-than-average 
consumers who vastl 
fer WKZO to any an 
other radio station, 
= " or “inside’’ the 
Area. Write for “The Tale 
of Three Cities.” 


pre- 
every 
either 


home? Of course you don’t! Then 
why should people in Kalamazoo 
or Grand Rapids do it, either— 
especially in the face of the no- 
torious fading condition we have 
around here? 


Believe us. In Western Michigan, 
WKZO gets practically all of 
what would be the normal Co- 
lumbia audience—and, in addi- 
tion, gets large sections of what 
would be the normal audience for 
other networks, too. Because even 
a mere glance at the millivolt cov- 
erage maps of Western Michigan 
stations show that WKZO is the 
only outlet delivering a listenable 
signal throughout the area... . 


Do you want the proof? Drop us 
a line—or ask Free & Peters! 


*Bob Roecker of Duluth did 
Mountain, Michigan, in 1937. 


WKZO 


it at Iron 


5000 Watts 
390 KC 
CBS 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as gy find it appropriate to do so through 
the column. 


December 13. Anybody who remembers 
the furious spending of advertising money 
in 1920, and the cold douche of 1921, is 
bound to shake his head now and then 
over the present indifference to the dollar 
sign. Appropriations, salaries, and col- 
lateral expenditures of every sort are now 
being tossed about in a sort of gay aban- 
donment of ordinary business prudence. 
Even Treasurers talk about “ten cent dol- 
lars,” and economy is the most unappeal- 
ing word in the dictionary. But sad will 
be the cold, gray dawn of the morning 


after. 
© 


December 14. One of the nice distinc- 
tions to be made between products is as to 
which can profit from a background of 
social prestige, and which need the colora- 
tion of authority. Some writers have sug- 
gested that any product used in public can 
profit from social prestige, and any product 
used in private cannot. But this breaks 
down when one considers, respectively, a 
lawn mower and a cold cream. A safer 
rule seems to be that if the product is used 
in public in relation to one’s social status; 
or if it is used in private as part of the 
intimate expression of personality; then its 
social standing will be influential. If, like 
the lawn mower, it is used in public for 
purely utilitarian purposes; or, like a denti- 
frice, is used in private without relation to 
the dreams of personality; then the authori- 
tative endorsement becomes more potent. 


December 15. Dined with an English 
army officer who has recently come here to 
do a job coordinating some of their and our 
activities, in preparation for the big push. 
Asked him what was happening in Eng- 
land since so many of our people were 
overrunning the place. He said our men 
were getting along nicely, but that the 
English were getting fed so much Spam 
they were getting sick of seeing it, and he 
believed the over-dosage of this one food 
was rapidly becoming the chief strain on 
Anglo-American relations. 


e 
December 16. Received with pleasure 


from a friend in that business two bottles 
of California wines. 


with some amusement, upon the natural 
history of the ideas which I have held from 
time to time about alcoholic beverages, and 
how these ideas have influenced my con- 
sumption of such products. In my youth, 
I was taught that only whisky (meaning 
Bourbon) was a gentleman’s drink. Beer 
was German and vulgar. Gin was “nig- 
ger poison.” And wine (along with women 
and song) was an ingredient of debauch- 
ery. Such deeply implanted, parochial no- 
tions were only slowly changed by many 
different kinds of experience. The last to 
go was the one about wine, which in the 
end yielded to European living. But this 
in turn planted in me a fancy for myself 
as a vintage connoisseur, which made me 
sniff at our domestic blends. Only recently 
did I begin to learn how really good some 
of these domestic wines are. Still, not quite 
as good as that bottle of Chateau Lafite 1929 
which I had last night. 


December 17. Listened to a presenta- 
tion of the plans made by the Treasury for 
advertising and selling activities in the 
forthcoming bond drive. These Treasury 
people have certainly learned how to con- 
duct these drives with all the skill of a 
revivalist getting sinners to hit the saw- 
dust trail. But there is bound to be a 
heap of backsliding from such pressure 
peaks. To keep these bonds sold the Treas- 
ury will perhaps have to learn also how 
the churches keep the sinners in the 
straight and narrow path. 


December 18. Chico McGillicuddy came 
home today, after two weeks in a dog hos- 
pital. He was waiting for me at the door 
when I came in tonight. If I could be sure 
that he would be waiting at the Pearly 
Gates to greet me with the same frantic 
Joy, I would try harder to insure my 
arrival there. 

. 


December 19. A Sunday in the city is 
mv idea of a little corner in purgatory. I 
eat too much, exercise too little, and fudge 
the homework I know I ought to do. Spent 
most of this one lying on my back reading 
an 18th century novel, and went to bed in 


This led me to reflect, 


a vile humor. 


Dealers Urged to 
Tell Why Milk 


Is Restricted 


Chicago, Dec. 22.—The National 
Dairy Council, pointing out to milk 
dealers that “there has been a fast 
growing feeling on the part of con- 
sumers that you are to blame for 
the restrictions on the family milk 
supply,” today released material for 
local advertising programs to com- 
bat this attitude and to “drive home 
the essential food value of milk and 
its vital function on the fighting 
front.” 


These dealer helps include a 
series of newspaper advertisements 


| explaining why milk is a “fighting 


food” and why it must be conserved 
and used wisely; radio copy for use 
as chain breaks, spot announce- 
ments, or as leads or trailers on 


one dealer can do the job alone,” 
urged cooperative action among 
dealers, warning that “this erro- 
neous impression, unless corrected, 
will result in a long-lasting ill will.” 


Sleight to Gerth 


Rychard Sleight, formerly with 
Noee, Rothenburg & Jann, news- 
paper representative, in San Fran- 
cisco, and recently discharged from 
the Navy after 18 months of service 
in the Pacific, has joined the copy 
staff of Gerth-Pacific Advertising 
Agency, San Francisco. 


Names Chirurg Agency 
Perkin-Elmer Corporation, Glen- 
brook, Conn., manufacturer of spe- 
cialized lenses, prisms and _tailor- 
made optical instruments, has ap- 
pointed James Thomas Chirurg 
| Company, Boston, to handle its ad- 
| vertising. Business publications will 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. 5. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popu!s- 
tion, 


*ledependent Survey of Providence Bully ° 


covers all Western Michigan, with studios in 


KALAMAZOO and GRAND RAPIDS 


JOHN E. FETZER, President and General Manager 
FREE & PETERS, INC., Exclusive National Representatives 


the milk 


regular local radio programs; dis- | 
ylay cards for use on vehicles, coun- | ° 

— and con-| wo Name Shappe-Wilkes 
Products 
the government! Brooklyn, and Telegraph Apparatus 
order, FDO 79, for dealers to limit| Company, Chicago, have appointed 
Inc., 
The council, declaring that “no| agency, to handle their accounts. 


ters, wal's or windows; 
sumer leuets explaining why it is| 
necessary under 


| be used. 


Karp Metal 


supply of their customers. | Shappe-Wilkes, 


Company, 


New York | 


BALTIMORE 
TOM TINSLEY, President 


Represented Nationally by HEADLEY-REED 


It doesn’t cost a fortune to tap the 
booming Baltimore market. . . to 
reach 62 percent of Maryland's 
population within the range of 
W-1-T-H's signal. Follow the lead 
of Baltimore merchants, and astute 
national merchandisers who have 
learned that W-I-T-H produces big 
results at the lowest cost per dollar. 


W-1-T-Hi 
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Our Constitution affirmed it; the 13th 
Amendment made it even clearer, and the 
Four Freedoms assure it, forevermore!— 


Beyonp complying with the laws of the 
land, no American HAS TO do anything he 
doesn’t WANT TO do. 


For instance: no New Yorker HAS TO 
buy a newspaper. Yet, in this teeming area, 
almost 3 ¥4.-million morning, 1%-million eve- 
ning and 8-million Sunday newspapers are 


bought voluntarily, at newsstands. 


Pusuic acceptance has brought the Mirror 
the city’s second largest net paid sale, both 
daily (more than 770,000 copies) and Sunday 
(almost 1,700,000 copies). And this means 


the Mirror effectively cross-sections the na- 


tion’s largest market: New York. 


Mirror readers get a fast summary of all 


the news, with lead stories covering the hap- 
penings that most people want detailed. 


Beyond the coverage secured by its own 


J 

us service, every important photo source and 
an every major feature service is sifted daily 
- by Mirror editors. 

Bulle 


in America 
66 3 
no one “has to’... 


Class A reportorial and photographic staffs, 


the entire output of every important news 


3 


"Tue mirror is'never offered “in combi- 
nation,” or as part of any free offer; no con- 
tests or other expedients induce people to 
buy. As the ABC Statement for any period 
shows, few copies of the Mirror are sold by 


mail, and few are home-delivered. 


Anost a fourth of New York’s morning 
newspapers and a fifth of the city’s Sunday 
newspapers are newsstand-bought Mirrors! 
Ponder that. And ponder the editorial and 
advertising influence innate’ in the Mirror 


—the newspaper all kinds of New Yorkers 
buy because they WANT TO! 


ecackan nae 


ae 
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Appoints Hutzler 

Hutzler Advertising Agency, Dav- 
ton, O., has been named to handle 
the account of Moler’s Belmont 
Dairy. Local newspapers and spe- 
cial promotions will be used. 


Joins ‘Merchandiser’ 

Henry Muller, formerly with Pa- 
rents’ Institute and Printers’ Ink, 
New York, has joined the film train- 
ing division of Syndicate Store 
Merchandiser, New York. 


Our POSTWAR Outlook 


The U. S. Department of Commerce currently esti- 
mates that farm machinery production in 1946 will 
be double that of 1940, one of the largest production 


years in history. 


This tabs Moline-Rock Island as a 


market with unexcelled postwar opportunities .. . 
a market that rightfully belongs near the top,of your 
list for future sales planning. 


Also, Rock Island-Moline will easily and quickly 
swing back to peacetime production, for fully 90% 
of its present industrial production facilities were in 


operation before the war. 
We ess 


you'll have to look far and wide to find a 


market in the 100,000 class that offers more than 


Moline-Rock Island. 


We suggest you investigate 


the sales-building opportunities of these 
local, result-getting newspapers .. . 


MOLINE DISPATCH 


ROCK ISLAND ARGUS 


National Representatives — The Allen-Klapp Co. 


Promotion Brings 


Lumber Industry 
$23,325,000 


Chicago, Dec. 21.— The Timber 
Engineering Company’s sales pro- 
motion and engineering campaigns 
for greater use of timber and wood 
products have brought a return of 
$232,325,000 since 1933, it was re- 
ported at the annual meeting of the 
National Lumber Manufacturers As- 
sociation meeting here last week. 
Teco, as the association’s subsidiary 
is known, reported that in all phases 
of sales promotion, engineering, re- 
search and advertising, it has spent 
over $1,800,000 in “helping to hold 
old lumber markets and develop 
new sales outlets.” 

In a 40-page booklet, reviewing 
the past and previewing the year 
ahead, Teco declared that it would 
continue in 1944 its campaign to re- 
tain “lumber’s wartime markets in 
the days of peace.” 

The booklet features an editorial 
which appeared in ADVERTISING AGE 
(Oct. 26, 1942) discussing the future 
of the lumber industry. 

“Lumber and wood products gen- 
erally have been the victims of 
competition from substitute ma- 
terials which through superior pro- 
motion even more than superior 
quality have won markets which a 
few generations ago belonged ex- 
clusively to wood,” the editorial 
pointed out then. “The shortage of 
many materials needed for war pro- 
duction have again brought lumber 
into the foreground and emphasized 
its value for a myriad of purposes in 


construction and fabrication to} 


which it has been a stranger for 
many years. 


Studies Are Urged 


“Tf lumber intends to hold its war- 
time markets in the days of peace, 
the industry might well assume that 
it has as new a product as a plastic 
just out of the laboratory, and make 
just as analytical a study of it, in 
all its kinds and forms, as though 
buyers had never heard of it. 


Modern marketing techniques ap-| 


plied to lumber would produce some 


very interesting and unexpected re- 
sults.” 

As part of its promotion cam- 
paign, the report revealed, Teco has 
prepared slides and movies to tell 
the story of timber to groups of stu- 
dents, architects and engineers; 
printed and distributed 2,300,000 
sales bulletins and technical re- 
prints; sent 852,000 pieces of direct 
mail to architects, engineers and 
specifying buyers; carried on a na- 
tionwide advertising campaign; sup- 
plied colleges and universities free 
technical literature for students; 
conducted a nationwide timber 
bridge design contest, and provided 
engineers for timber lectures at en- 
gineering and architectural schools. 


Aids Construction Emergency 


In its advertising, Teco has pro- 
moted its connector system of tim- 
ber prefabrication—a construction 
method permitting greater strength 
at the joints—which enables the use 
of timber in buildings that formerly 
had to be in steel. As a result, the 
report pointed out, the industry was 
able to step immediately into the 
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heavy construction emergency ; nq 
has released 500,000 tons of steel oy 
combat service. 

George T. Gerlinger, Willam: ‘te 
Valley Lumber Company, Portls ,q. 
Ore., was elected president of he 
association, succeeding Marc |, 
Fleishel, Shamrock, Fla. A. J. G)is- 
sow, Bend, Ore., was elected prvsj 
dent of American Forest Prod, «ts 
Industries, Inc. 


‘London Mail’ to Issue 


Transatlantic Edition 


Beginning Jan. 3, the London 
Daily Mail will produce a transat- 
lantic edition in New York to fur- 
ther solidify Anglo-American rela- 
tions. The edition will be a divest 
of a week’s news assembled into 
magazine form and photographed 
on microfilm. Done in offset, the 
digest will be mailed gratis to 3,009 
prominent Americans, and wil] 
carry no advertising. Initial film js 
now being flown here for a dress 
rehearsal. Don Iddon, the Mail’s 
American correspondent, will super- 
vise production. 


obsolete. 


The vitamin content of new products, the enrichment or fortification 


of old products: these are problems toward which you should be making 


data up to the minute 


Precisely how 
well do you know 
your vitamins ? 


Ir you work on food and drug advertising, you'd better have your vitamin 


a contribution. Have your facts straight. 


For instance, Vitamin A. Get and study and pass along the facts about 
what we believe to be the finest vitainin A concentrate available. 


Distilled Vitamin A Esters * 


is the name. 


and yesterday’s data is likely to be hopelessly 


This concentrate of vitamin A 


advantages. 


vacuum, a process which gives the resulting concentrate several unique 


Distilled Vitamin A Concentrate in the natural Ester form is scientific- 


ally uniform in quality, high in potency, two to ten times more stable in 


heat, light, and air than any other commercial concentrate we have tested. 


Exceptionally bland, this vitamin A does not impart taste or odor to foods 


in the natural Ester form is produced by molecular distillation in high 


Write for our new illustrated brochure, 


or pharmaceuticals. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patens. 


DISTILLATION PRODUCTS. INC. 


d _ 155 RIDGE ROAD WEST, ROCHESTER, NEW YORK — : 
"Jointly owned by EASTMAN KODAK CO. aed GENERAL MILLS, 15 


les Agent: 


gested Comunniliiies, Dictate. General Mills, Inc., Minneapolis, Minn. 


“Oil-Soluble-Vitamin Headquarters” 


**The Story of Vitamin A Esters.”’ 


Get complete information and performance data for your technical men. 
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Postwar 
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Nothing to Fear 
But Fear 


significantly, the closing chapter 
of Stuart Chase’s “Where’s_ the 
Money Coming From?” is headed 
Nothing to Fear but Fear,” in 
which he lists seven fears and 
answers them. While each of the 
fears he mentions is or has been 
ljevitimate, he points out that when 
they fill one’s mind they paralyze 
any positive action and leave one 
too frightened to act decisively. The 
fears he enumerates are: inflation, 
a crushing national debt, bureau- 
cracy, paternalism, end of progress, 
that “what you gain I lose,” and 
the fear of the masses. These fears, 
in whole or part, he asserts, are the 
prakes that may hold back full 
employment after the war, and that 
a book on how to finance the peace 
should perhaps be devoted primarily 
to overcoming fear. In concluding, 
he says: 

“It seems to me that the world is 
not only in a global war, but in 
the midst of a convulsive transition 
period, where human beings condi- 
tioned to scarcity are trying to 
adjust themselves to the technologi- 
cal facts of plenty. When the ad- 
justment is made, they may look 
back on their worries and fears as 
one looks back on a black day in 
childhood, and wonder why they 
were so upset. 

“How long the transition will 
take is impossible to foretell, but 
there is no doubt the war is quick- 
ening it by opening our minds to 
change—military, political, and eco- 
nomic. Look at the speed with 
which types of arms are supplanted; 
the rising power of the land-based 
bombing plane; the decline of the 
battleship. And so with financial 
fears and fixed ideas. They, too, 
can be changed or supplanted. 

“Where does the money come 
from? It comes from the work of 
the people and the work of their 
machines. The war is forcing this 
lesson upon us. We may have 
learned it by Demobilization Day.” 


In an effort to emphasize and 
focus attention on the need for auto- 


motive maintenance, The Check- 
Chart Corporation, Chicago, has 
published a book, “Postwar Cars 


and Planes... and their effect on 
oil marketing,” in which 15 of the 
16 inside pages are blank, signifi- 
cant of the amount of rumors of 
postwar planning being done by the 
automotive industry which the com- 
pany could substantiate by investi- 
gation. “We shall continue to report 
developments just as soon as the 
facts have been confirmed,” the 
foreword advises. “In the mean- 
time may we suggest that while 
thinking of tomorrow we keep in 
mind that there is a tremendous 
ob to be done today? It’s a job of 
strengthening your postwar position 
y taking fuller advantage of imme- 
diate opportunities.” 
* * * 

While luxury travel will continue 
after the war, the great expansion 
. passenger travel will be in luxury 
coach service, according to Edward 
G. Budd, president, Edward G. Budd 
Mig. Company, 


way streamliners. He points to 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


pioneer builder of 


Planning 


coaches carrying 500 people across 
the country in 50 hours at a cost for 
fare and meals of about $70, with a 
yield of about $10 per gross mile 


revenue for the railroad. The exten- 
sive development in passenger 
travel, Mr. Budd says, will stem 


from the taste for travel now being 
built up in the young people in the 
armed forces. 
* ab 

The great automotive industry, it 
appears, has not lost its touch for 
effective promotion. Although it 
still cannot see the pink of the dawn 


of production for consumers, the 
Automotive Council of War Produc- 
tion is showing Washington groups 
a factual and dramatic motion pic- 
ture of the industry’s conversion to 
war production, thus visualizing the 
tremendous job which lies ahead in 
the reconversion era. Unemploy- 
ment will be minimized and recon- 
version speeded, the film carefully 
points out, if some thought be given 
now to matters such as disposition 


of plants, equipment, inventories, 
and settlement of contracts. 
~ * * 


Although ceiling-high cabinets in 
kitchens were one of the gadgets 
which sold many homes in the 
last housing boom, but which the 
housewife later found required a 
shoe store traveling ladder, postwar 
kitchens are going to have top 
shelves that are easy to reach, 


according to Irving W. Clark, 
manager of the Westinghouse bet- 
ter homes department. There will 
be better facilities for window 
draperies and bric-a-brac and a 
wider range of wall colors to add 
personality and “hominess.” 

Other characteristic points of the 
postwar home, he says, will include: 
greater standardization of kitchen 
designs and dimensions caused by 
the need for low-cost housing; 
better assembly of the complete 
kitchen unit made possible by im- 
proved designs for individual appli- 
ances and cabinetry; continuation 
of the three-center fundamental of 
kitchen planning, including refrig- 
eration and preparation center, sink 
and dishwashing center, and range 
and serving center; and better or- 
ganization and utilization of storing 
space. 
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Serwazi Joins Agency 
Albert B. Serwazi has joined 

Lewis & Gilman, Philadelphia 

agency, as assistant art director. 


BURTON 
BROWNE 


ep etitor with better advertising” 
CHICAGO « DEL 3800 
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HEAD AND SHOULDERS D ABOVE ALL SEATTLE PAPERS 
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WRITE FOR INFORMATION | 
ABOUT OUR CATALOGUE | 


UFMANN & FABRY CO. 


25 S. WABASH AVENUE 
CHICAGO : 


possibility of trains of 10 sleeper 


a= IN CIRCULATION... TIMES has over 50% more daily 


circulation in Seattle than any other newspaper! 


—_ IN AD VE R TISIN G_the TIMES carries more retail adver- 


tising than both other papers combined—leads the field in national, financial, auto- 
motive and classified by a substantial margin. 


=~ IN INFL UENCE... TIMES is Seattle’s “home town paper”’ 


—80%, home delivered! The TIMES is the preferred newspaper in 7 out of 10 
Seattle homes! 
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Role of Christmas 
Cards Pointed Up 
in Hallmark Ad 


Kansas City, Mo. Dec. 24.—The| time the phone rings—every time 
|you hear a footstep at the door— 


traditional place of Christmas cards, 
as well as their special wartime 
role, is emphasized in a_ special 
holiday advertisement appearing 
today and Christmas Day over the 
signature of Hall Bros., leading 
greeting card maker. 

The company scheduled the full 
page and 1,000-line copy in 65 ma- 
jor newspapers throughout the coun- 
try and will repeat part of the 


| today,” 
|ment presents a typical American 
|}home, with a service star in the 


| message tonight as one of the com- | 
|mercials on the Blue Network show, 
|‘*Meet Your Navy.” 


Headed “Christmas is different 


the newspaper advertise- 


window for “Bill,” who has written 
from the South Pacific that he'll 


| be thinking of the family gathered 
a 


round the Christmas tree. 
“You keep thinking of him. Every 


your heart beats a little faster,” the 
copy cays. “For a moment you 
think it; Bill. Then you remember 
—not this Christmas. 

“You just pray to God he’s safe 
and well—and that the gifts and 
Christmas cards you sent him got 
through on time... .” 

A box at the lower right adds 
this note from the maker of Hall- 


mark cards: “This year, more than 
ever, the exchange of traditional 
Christmas cards has helped to make 
it a brighter Christmas for millions 
of families now separated by the 
demands of war. Millions of hearts 
are happier today because friends 
and loved ones ‘remembered.’ And 
so—for the part played by Hall- 
mark cards—we are happy, too.” 


Sponsors Navy Show 


Hall Bros. has been merchandis- 
ing a “keep them happy with mail” 
theme consistently since Pearl Har- 
bor, largely through the bluejackets’ 
radio show broadcast over 156 Blue 
Network stations Friday nights at 
7:30 p.m. CWT. Hall Bros. pro- 
vides the broadcast and network 
facilities for the show, which orig- 
inates at Great Lakes Naval Train- 
ing Station, Ill., with the sailors 
themselves handling the programs. 
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APVERTISING DOLLAR 


From cover to cover, every issue of 
Field & Stream is packed with shots 
like this—for the simple reason that 
our readers go for action. They are 
sportsmen. To a man, they go places 
and do things. And the material in 
Field & Stream, authentically present- 
ed, reflects their own experiences on 
the water and in the field. 


Can you imagine an editorial ap- 
peal better designed to strain out 
rocking-chair shoppers? Can you im- 
agine a circulation that will give you a 
higher percentage of active individuals? 


You can’t be active without con- 
: suming things. And when you have 

an audience of over 300,000 active 
2 sportsmen, as you do in Field & Stream, 
you have a market that will give you 
action for your advertising dollars. 
Not only in guns and tackle and tents 
and boats, but in everything that con- 
tributes to good living. 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVENUE, NEW YORK CITY 22 


activity, Fie 


Among sportsmen’s magazines, Field & Stream 
has been the first selection of advertisers for 
33 years straight. 


The Field & Stream Fishing Contest is the an- 

gling classic of the year—and has been since 

1911. It establishes annuai and world records 

in 19 classes of fresh and salt water game fish. 
» . . 

Leaders of the nation’s great conservation move- 
ments regularly depend upon Field & Stream 
to launch their more important programs. 

. . . 

In every va yy of fishing and hunting 

d & Stream speaks with authority. 
It is the outdoorsman’s guide to better sport 
and highest sportsmanship. 


Field # 
Stream... jor 


Acton! 
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UPHOLDS TRADITION 
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Hall Bros. placed this special holiday ad. 

vertisement in newspapers across the — 

country to emphasize the traditions 
place of Christmas cards. 


In its commercials, the greeting car 
maker has been stressing the fac 
that mail is the principal contac 
with home for millions of men and 
women in the service, as well a 
for civilians separated from thei 
families and friends by the necessi- 
ties of war. 

With paper strictly limited by 
WPB orders, Hall Bros. and othe 
leading card makers have estab- 
lished quotas for dealers in the 
face of a heavy, growing demand 
Hallmark cards are sold main) 
through department stores, book 
and stationery stores, and leading 
drug stores in smaller communitie 
and the quota basis has worked out 
well, officials say. 

Sales of greeting cards as “ir 
between” mail are mounting and 
although Hall Bros. cannot meet the 
full demand for its product it take 
a long-range view of current adver- 
tising to consumers and the trad 
When supplies again are plentiful 
it wants the public and retailer 
te remember that the Hallmark im- 
print on the back of the card stil 
represents fine quality. 

In a regular schedule in Depart- 
ment Store Economist and Women 
Wear Daily, the company has beer 
pointing out how more people 
wartime are learning to depend or 
ready-to-mail greeting cards and 
how, in many cases, this represents 
for the first time an appreciatior 
of their useful role. These ney 
users may be expected to ask fi 
Hallmark cards in the postwar years 
to come. 

Henri, Hurst & McDonald, Chi 
cago, handles the account. 


USES PAGE IN ‘LIFE’ 

Chicago, Dec. 23.—As its way 0! 
reaffirming an “age-old faith, 
Gartner & Bender, maker of Golder 
Ball greeting cards, will pay tribut 
to the Christmas spirit with institu- 
tional copy in the Dec. 27 issue o! 
Life. 

The advertisement tells how 
Christmis cards help awaken “the 
joy of being remembered by others 
and adds a special message signed 
by the company president, Robert J 
Bender: “Nowhere does individu: 
enterprise thrive so well as in 2 
society devoted to thoughtfulnes 
others. Our democracy extend 
each and to all the inestimabl 
privilege of showing considera 
and regard for our fellow hun 
everywhere.” 
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N 14 to See Step 
ward ‘Reality,’ 
yres Predicts 


Economist Foresees 
Defeat of Germany, 
No ‘Real Inflation’ 


~o leveland, Dec. 21.—In 1944 “we 
take at least one long step 

i toward conditions of economic 
lity,” Germany will be defeated, 
the cost of living will be higher 

there will not be “real infla- 


(2.) Average weekly earnings of 
factory workers have _ increased 
rapidly and steadily for two years. 
That rising trend may be expected 
to continue until the war in Europe 
is ended. 
(3.) Overtime payments of fac- 
tory workers and other workers will 
decrease rapidly after Germany is 
defeated. 
(4.) The average price of coal 
will almost surely be higher next 
year than it has been this year, but 
the increase will benefit the miners 
rather than the operators. 
(5.) Wholesale prices will gen- 
erally advance, but it is not prob- 
able that their average in 1944 will 
be more than 10% higher than in 
1943. 

(6.) The cost of living will 
almost surely be higher next year, 
and it is not likely that the average 


mi 


in 1944 will be less than 5% or 


more than 15% above the 1943 
average. . 
(7.) It is not likely that we shall 


have next year an advance in com- 
modity prices so general that it will 
be commonly considered to consti- 
tute inflation. 

(8.) Next year promises to be 
our toughest transportation year 
with respect to automobiles, trucks, 
buses, street cars and railroads. 

(9.) The volume of industrial 
production is near its ceiling. It 
will probably continue in a slowly 
rising trend until the war ends in 
Europe, and then turn downward. 

(10.) Steel production will prob- 
ably be well sustained in 1944, and 
in several years to come. Produc- 
tion in 1944 is likely to be slightly 
less than that of this year. 

(11.) Production of bituminous 


coal will probably be higher in 1944 
than in 1943, but not by more than 
7%, or by less than 2%. 

(12.) Production of electric 
power will probably be greater than 


in 1943. The increase is not likely 
to be less than 10% or more than 
20%. 

(13.) It now seems likely that 


national income in 1944 will not dif- 
fer much from that of 1943. Prob- 
ably the increase or decrease will 
not be more than 9%. 


Starts New Campaign 


Mastercraft Products Company, 
New York, has started first national 
advertising for its pipes, employing 
200-line copy in 14 newspapers in 
eight key 2reas. The campaign will 
be expandid to other newspapers 
early next year and will include 


29 


|consumer magazines and business 
|publications, according to B. D. 
Iola Company, New York, agency on 
the account. 


)) 


yy"? TALK DIRECTLY 
G WITH 400,000 
BUSINESS EXECUTIVES 


Choose the 


Leader... 


* 


1,” Brig. Gen. Leonard P. Ayres, 
: e-president of the Cleveland 
Z| ist Company, predicted in his an- 
oes | address before the Cleveland 
ag imber of Commerce last week. 
iday ad. Next year will usher in the be- 
Oss th BB inning of the end,” the economist 
ditions erted. “Nevertheless, it will be 
nly the beginning. The real change- 
———.f ver from the war economy to the 
ng carigmpeace economy may be expected to 
he facibake place in 1945 and not in 1944. 
contac#™Next year we shall have the adjust- 
en anigmments and the preliminary modifica- 
well a ns which must precede the major 
n therm™ronversions which will come later 
1ecessi- Probably we shall not like the 
usiness developments of 1944 be- 
ted byg™pause they will entail confusion and 
1 othe |mpncertainty. Nevertheless, they will 
estab.[efiord good preparation for the 
in the@™preater irritations of 1945.” 
emand Regarding postwar planning, Gen. 
mainly Meyres declared that “this is the time 
, book r all planning committees to get 
leading own to cases.” He warned that 
unitie nversion from peace to war is far 
ked out mpler than from war to peace. 
Already, he said, some government 
as “j lants are being closed down as the 
ng andgeation’s problem becomes that of 
eet the ™naintenance rather than of initial 
it takes (equipment. He predicted that “mil- 
adver- ions of war workers are a good 
» trad leal nearer to returning to peace- 
entiful me activities than are the men in 
etailer: mene fighting forces.” 
9 _ Shortages Are Assets 
Ss 
-— “Our greatest business assets as 
Depart-M™ewe enter the transition period will 
Tomen’s Moe Our accumulated shortages,” said 
is been @ecen. Ayres. “There will be demand 
ople | this country for great numbers 
end on (ge! automobiles, dwellings, house- 
ds and @geold furnishings, agricultural appli- 
resents @ences and so through a long, long 
sciatior list of needed goods. We shall have 
‘e new mereat accumulated money savings 
ask forgg@th. which such goods can be 
r vears @eousht. More than that, the whole 
orld has been accumulating short- 
d. Chi. myeases during the years of warfare. 
, Our periods of transition and post- 
var reconstruction will also be peri- 
ods of opportunity.” 
Summarizing prospects for 1944, 
way | Gen. Ayres said: 
fa th. (1.) Labor shortages will prob- 
Golden Mably continue to be serious until 
tribute MiGermany is defeated, but will de- 
a of rease rapidly in importance after 
ssue of Mithat 
nov 
mn “th Ng 
ther fa 
Sslene . 
bert < 
ivi 
5 - f\__ A 
ne 1O THE ««g 
> / 
_ HITE HOUSE 
era | Z 
Wun SS r 


ore key officials in Wash- 

n read TIME regularly than 
ny other magazine, however 
ts circulation. 


2. The members of Congress 
vote TIME the most important 
U.S. magazine that carries 

advertising. 


For further details write to 


TIME 


Rockefeller Plaza, New York 20, N.Y. 


| 
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Can you see the entire picture? Who is it? 


Just for fun, jot it down on your memo 
pod and check with the answer next time! 


Answer to preceding ad: 
MARK TWAIN 


The BALTIMORE BLUE NETWORK OUTLET 


IS ONLY 


ve don't get a complete selling picture 
just “buying time.” That's only half of it! Choos- 
ing the right station is equally important if you 
expect results! Whet is the right station? It’s the 
station that offers you the most for your radio 
dollar. In Baltimore it's WCBM, where you get: 


@ Complete Baltimore coverage. 


@ A lucrative market, increasing daily. 


@ Distinctive programming. 


@ A receptive and responsive audience. 


@ Economical rates. 


That's why it’s easy to sell when you buy 


JOHN ELMER 
President 


FREE & PETERS, INC. Notional Rep. 


CBM 


GEORGE H. ROEDER 


General Manager 
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( ~\ NOVEMBER SALES OF CHAIN STORES Freed-Eisemann ‘0 
“ 
(” % wo cst II soe Jo Gain ‘ 
194 1942 or Loss 194 1942 or Loss A k B ld 
i Food Chains Ss uliaers 
Th <5 A 10 22 Bowel ane eceeenee S 42K7108 $ AS71055 9.1 $ 40.327512 $ 48,919.058 12 Z ‘ A 
, roger Groc. & Bak. Co...... 325, 1'137,021 +7.0 356.334.632 316,418,901 +13.0 f R d H ’ 
e Ss ees ii WES 70520 cstece 7123366 7043-672, «1.1 ea'g70'808 ©—-83'267'617 +-1.7| ROT adaio omes \ 
me CE) neds pabecceaddixaeseck 45,875,182 46,382,610 —I.1 542,166,415 553,206,660 —2.0 
; em —| New York, Dec. 22.—An exten. 
° . hel Nar » 
are the ages MEE a dadsaeesckhaed $ 90,570,902 $ 89,234,358  -+1.5 $1,031,499,457 $1,001,807,236 +3.0 sive educational advertising c:m. j 
ail Order paign which will embrace news 
RN, WOE ic ccsccavevees $ 92,469,397 $ 85,009,852 +8.8 $ 718,301,756 $ 741,304,651 —3.! < di t il oe : 
a eatilv crcxsce nots 2,658,200 4,609,052 —42.4 26,217,000 _37,653,064 —30.4| Papers, irecl mati, Consuiner 
Department Stores aMontgomery Ward .......... 641452.351 68,395,894 —5.8 527,164,687 547,886,943 —3.4 pecs er wang = << mgeen st ms 
; -~- ——j|covering the radio, music, building 
F of the Masses errr $159,579,948 $158,014,798 +1.0 $1,273,683,443 $1,326,844,658 -—4.0| and construction fields, is being 
- Drug Chains planned by Freed-Eisemann Radiy 
Don't Overlecls Thie Tresindene Mark SEIT nen cenescn ee + wom s eney tu4s ssuuns 1704 145|Company, pioneer manufacture: o 
ont vertoo e 7 EE Sea whessbsnserbivvecens 878, B16, +2. 947,754 8,691,054 +7. “ ’ I a) 
{ nm is trem us Market ut your Walgreen ...... dauketlaes 9:440,887 8.577.152 +10.! 101.243'369 88,891,330 +13.9 ae Fortis & Co., the a4 by 
_—— —. é ° agency, Ay 
) POST-WAR PLANS! Group Total ...............$ 13,259,314 § 12,236,587 48.4 $ 134,037,820 $ 115,315,818 +12.3|is currently working out details of Mm’ 
Variety and Miscellaneous the campaign, probably the larges: , 
Bac + aman § tame tes pages meme o4]in, the history ‘of the company. I 
i ores ‘ to ae 999, 850, Y 490, 667, % re ae : ‘ J ; 
Write for 6 pt. Fact Folder... | dismond Shoe Corp. 22200 2332371 -2'260'878 «43.1 —-26'399'361 —«-27'109'393._-2.6| Initial insertions will appear early @ 
Edison Bros. .. } 3,179,839 «3.791.648 —16.1 —-35.839.954 - 40'935.795 —125|in 1944, — 
} oe , Grant, W. T. .... 14,969,025 14,379,879 +4.1  140,369.360 128,662,382 +9.1 The specific purpose, according to & ; 
Merchandising procedures, market inter- aGreen, H. L. .. 6,056,349 5,687,290 +46.5 52,611,402 48,386,563 +87) Arthur Freed vice-president and 4 
. : alnterstate ‘ta ibhecekes: 3,571,021 +9.3 33,545,743 30,125,740 +11.4 sral 4 . to duc: t 
pretation, collateral service, etc. Kresge, S. S. .................. 19,050,254 17,783,282 +7.1 176,626,651 168,301,531 44.9) 8€neral manager, 1s educate @ 

: Kress, > H. see re eg 319,141 11,046,338 +25 105,861,395 98.561.3% -+7.4| builders and architects on the radi- W 

ane Bryant, Inc. oa ached 748, , 183, +25, 26,738,111 21,283,268 +-25.6 y j radio : 

: alerner ........ . 6,487,850 5.658.959 +-14.6 60,294,047 50,638,105 +-19.1 Oe eee oes oe Adio ti} 

McCrory . 6.114.380 5,648,001 +8.3  57:567,00! 52,148,810 -+10.4 n e of Bt, 
SYNDICATE ST0 rh MERCHANDISER aMclLellan Stores . 3.401.172 2.951.858 +15.2  29'157:994  24'906.065 +17.1| age soon after the war, and require & , 
Melville Shee, subs Wate ik te wriy | Petry ey entirely new antennae installations g 
i ‘ “aera 719,361 +4, 573,01 64,718,408 ; ; y I ¢ a 
79 Madison Avenue, New York, N. Y. | Neisner’ Bros. 12.0... 346494 310521827 413.4 31918541 27675938 +153|, Mr. Freed believes 75% of U. S 
Newberry, J. J. .............-- 7972/4876, 861.544 416.2 76,413,375 64,045,131 +19.3| homes will be ready for FM (static. @ y 
CCA CHICAGO @ _ LOS ANGELES Ey Penney, J. C. ..... ..sseee 47,515,634 49,448,013 —3.9 429,350,013 426,974,815 —04|free) radio immediately after the 1 
ATLANTA Rose's Stores ....... .  1087;818 903,100 +4205 9,188,910 _7:875,280 +16.7| war and that within the next two fm © 
Western Auto .............. . 4,139,000 4,010,000 +43.2 41,679,000 51,224,000 —18.6 "s televisi ill h alc u 
Woolworth, F. W. .........0.5. 38,439,710 36,379,927 .... 377,245,125 358.979'504 +45.0 Ae iy. Th wi _ Swill arrived @ }, 
ee nationally. us, copy will empha- : 
; ‘ ; . Group Total ...............$205,856,140 $198,676,497 +3.6 $1,937,333,909 $1,921,330,825 +08]size the necessity of preparing : 
Largest —— Circulation in ‘the Combined Total ...........$469,266,304 $45,162,240 -+2.4 $4,376,554,629 $4,369,298,537 40.2 = canes said Mr. Freea  $ 
“6 s ; . Freed, 
+ & 10 MARKET a o—_ period. aims to impress builders with the ' 
5e to $1.00 & up Variety Stores 8 pd vee gy yc fact that the most effective and 
t4 weeks and 48 weeks. economical time to install suitable 

' reception equipment is at the time 

: of construction. 

' ] ; 

: a ; ( 

' | GENERAL MERCHANDISE-VARIETY STORE aaae tanien, Cae ae | 
: EXECUTIVES EDITION | 
i . ; New York, Dec. 23.—A table | 
; Goes to presidents, general managers, sales and merchandise man- /model television receiver, about 
; . ; —— managers, supervisors, construction heads, equipment 118 x 14 inches, which will project 
oh ‘ uyers, etc., of Variety (5c-$5) and General Merchandise chains. an image 15 x 20 inches on a motion 
| “ag picture screen by means of a lens 
; system made of plastics, has been 
¥ 2 | VARIETY STORE MANAGERS EDITION aeedes bike’ te’ Wee 
4 . : ; Radio & Phonograph Company. The 
a Goes to store managers and assistant managers—who determine how Ni ill 1 th: } , 
a é 1 lian. @ d ‘h . ’ : brilliance will equal that of home 
z ‘ my Pea Se range dh r¢ es ise to re-order and when—and who decide what items movies, according to Benjamin 
| o to display and feature. Abrams, president, who said the 
) “a Variety Store Editions—Circulation 12,201 (A.B.C.). Reach the field sets, placed in production as soon as 
BPs comprising 725 Variety (5e-$5) chains of 3 stores or more, operating materials become available, will re- 
/ y 9,710 stores; and 1,086 General Merchandise chains of 3 stores or tail for $150 or less. 
| | more, operating 9,165 stores. Total annual volume (1943 est.) over Declaring this development will 
' 3% billions. be made available to the public at 
’ a fraction of the cost of conven- 
tional television receivers, Mr 
GROCERY EXECUTIVES EDITION Abrams said that by bringing tele- 
; | vision within easy buying reach 
Goes to key men in Grocery chains—presidents, general managers, of the public, advertisers will be 

; sales and merchandise managers, district managers, superintendents, attracted to the medium and re- 

i construction and equipment men, etc. sulting revenue will finance pro- 
grams equivalent in value to radi 
|and motion picture entertainment 

| GROCERY STORE MANAGERS EDITION |and education. 

| For the men in charge of unit stores and their assistants—your 
Bs, ¢ point-of-sale contacts with millions of chain grocery store customers Worcester FM Station 
~—your consumer “educators.” Wi C ° ] S 
Grocery name Circulation aoe (A.B.C.). Reach the fiield com- ins Commercial Status 
prising 945 Grocery chains of 3 stores or more, operating 30,387 The FCC has granted the Wor- 
stores. Total annual volume (1943 est.) over 442 billions. cester Telegram Publishing Com- 
| pany, Worcester, Mass., owner of 
| WTAG and the experimental FM 
DRUGGIST EDITION | atten, W1XTG, a construction per- 
FOR THE mit and permission to changt 
Read by presidents, general managers, sales and merchandise man- | W1XTG from an experimental | 
' agers, district managers, supervisors, construction and equipment commercial station. Its frequency 
; THIRTEEN BILLION executives, ete., of Drug chains, as well as store managers and will be changed from 43.4 mc t 
assistant managers. 46.1 mc and it will operate with the 
. s yw ket Circulation 5,100 (A.B.C.). Reaches the field comprising 694 Drug | call letters WTAG-FM. 
Chain tore ar chains of 3 stores or more, operating 5,580 stores. Total annual | It was understood that granting 
volume (1943 est.) over 656 millions, of the oe oe have no bear- 
. ing on e newspaper-radi 
ownership investigation, with 
ADMINISTRATION EDITION regulations resulting from the in- 
| quiry applying to the new commer- 
: ! A unit of the Administration Edition Combination, consisting of: cial FM station. 
(a) Gen’l Mdse.—Variety Store Executives Edition; (b) Grocery 
£ . Executives Edition; (c) Druggist Edition; (d) the Administration 
: Edition itself, which is read by executives of restaurant, apparel, Saree ae 
; , shoe, hardware, auto accessory and other types of chains. These | 
“ ; chains comprise a market of 2,138 miscellaneous organizations of 3 
: stores or more, operating 41,879 stores. Total annual volume (1943 
: est.) over 4% billions. Now ~~ 
| {dministration Edition Combination — total circulation 18,937 it 
" (A.B.C.) 5 6th Ci y 
‘ IN POPULATION IN THE U.S." 
CHAIN STORE FOUNTAIN - RESTAURANT 
' A separately bound section of: (a) General Merchandise—Variety MO B | LE 
ee Store Executives Edition of CHAIN STORE AGE; (b) Variety | 
é Store Managers Edition; (c) Druggist Edition. Also has added ALABAMA 
3 coverage among Restaurant, Confectionery and Cigar chains. OVER \ 
| Read by top executives, fountain department heads, construction 
e : men, equipment, food and supply buyers, store managers, fountain 200, Telele) \ 
. managers, ete. Circulation 17,501. 
) Reaches the field comprising fountain-luncheonette departments of | Population Recapitulation, 
some 4850 chain drug stores (est. 1943 volume 164 millions); Standard Rate and Data Service 
4.200 chain variety (5c-$5) stores (est, 1943 volume 113 millions); A Great Newspaper in @ Great Market 
and 5,000 chain restaurant and confectionery stores (est. 1943 volume } 
: 158 millions ) or total market of 4 7) millions. } THE MOBILE PRESS REGISTER 
MORNING—EVENING—SUNDAY 
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1943  dvertising Age, December 27, 1943 al a di Nicciaeale a aa 
. . . . Sl n ~ 6 n = 
, . rationing difficulties, a vast major-| wasted item was listed as fresh | Benedict Appointed | Sivant will eontimee as eescunl 
ib. Housewives Shop = paar oe PE rng Ye od oh pcgem = Assistant Sales Head executive and director of the media 
ping around” —manage to keep their} Most of the housewives polled| Oliver W. Benedict, vice-presi- department. 
SF: homes supplied with sufficient quan- | Would like to learn more — how | dent and_sales manager, northern rma Rea 
e 5 [ roun ore OW tities of household products, the| to conserve food, and a large per-| division, Norwich Pharmaca! Com- | ee ae ee 
3 i r d centage—67.4%—said that newspa-| pany, Norwich, N. Y., has been| 1 eee 
7 Guild learned. per and magazine articles would be| appointed to the new post of assist- 
1" . (; ild Sf d Sh Believed Food Wasted of definite —— to them by| ant general ae ee gel in addi- 
= arrying more food-saving recipes. | tj his present office. 
des mul u y OWS More than 91% of the represen- More an 23% said they Seahe like ay a Lewis, in charge of| § STANDARD 
sumer tative group believe that America|, obtain this advice over the radio, chain store sales and promotions, | 
at: ons Toledo, O., Dec. 21—A trend to| wastes its food. More than 35% of! while 6.9% said they would like to| has been named merchandising | § STUDIOS INC. 
lilcing & op around more in wartime is one| the housewives attribute it to spoil-| attend more cooking school lectures. manager. He is also vice-president | mnens 
: ag ‘the outstanding facts ye > age before the total —- of oo custninngiinicemm and managing director of the com- | 540 N. MICHIGAN 1 5355 
“lo ® . survey of the American housewife| purchased can be used, the secon any’s wholly-owned Canadian sub- | 
rer of id her buying habits, conducted lecest spoilage item—23.5%—being H. L. Samuels to WHN y sidiaey, ae otetale Pharmacal Com- | WHilteha 
by the Home Makers Guild of| the non-use of leftovers. Rationing} Hartley L. Samuels, formerly di- pany 104. 
. “Y, America. has made 61.3% of the group more 7 ag renee for ~ os eee ee 
— ws The Guild, consumer research] conscious of the need for more food| Atlantic Coast network and 0 - ‘ Pp. ;- 
arsest @ ganization which includes 1,000} utilization. tion WOV, has been named director Sturdivant Elected V.P past | fl 
1pany.  ..5man consultants representing a| The single food item wasted more| of advertising and sales promotion! John ith E mn. Wasey & Co..| fam 
early @ c-oss-section of the American buy-| than any other, in the opinion of the| for WHN, New York, succeeding | 25 years Ae oto gi Bing 
, ing public, found that 58.8% of| group, is bread. Second most-| Herbert Chason. New York, has been 
ling to },.usewives are visiting more stores 
t and & +, obtain food products, while 55.7% 
du cate go to more stores to obtain meat. 
; radi. While price and “better locations” 
radio  gvured more heavily in peacetime, 
me of @ today’s main question is whether 
equire BH +e store has a better selection of 
ations. BH ooods, the Guild found. 
U. 5 As high a percentage as 84.8 of 
Static. the housewives polled changed 
Pr the their buying habits of food prod- 
ct two B ucts, while 86% changed their 
Trived @ } obits of buying meat. Changes in 
mapa the buying habits extend to almost 
paring all purchase categories, including 
shoes, furniture, linens, cosmetics, 
Freed etc 
th the . 
e and Scarcity Is Blamed 
— In prewar days 20% chose their 
* me food store because of the location; 
' 29.1% because of better prices. To- 
ES , day, only 16.2% are interested in 


location; only 12.5% in better prices. 
; On the other hand, interest in bet- 


table ter selection of goods has shot up 
about from the prewar level of 38.4% to 
oroject 55.2%. All these changes have been 
motion caused by rationing or scarcity of 
a lens products, the housewives said. 
3 been A majority of the housewives 
nerson polled experienced serious difficul- 
y. The ties in obtaining many items of 
home merchandise because of lack of 
rjamin stock. Most housewives complained 
id the of a lack of fresh meat, fresh milk, 
oon as carbonated beverages, beer, soap 
vill re- products, medicine, linens and 
household equipment. Canned and 
it will glassed foods, as well as_ shoes, 
blic at were difficult to purchase because 
onven- of a rationing —— 
. Mr Faced with temporary shortages : : : ' i » 
4 tele. [| of household products, the Ameri- With our circulation at an all time high and news 
reach can housewife, in a majority of in- 
vill be stances, has either substituted other = ° ee 
nd re- § products, used other brands, shopped print supply diving toward an all time low, advertising 
e pro- in other stores, or just gone with- 
> radi out. 
inment Soft Drinks Scarce requests are greatly exceeding available space. 
The number of housewives that 
have = forced to go without cer- d th } e } - 
tain products from time to time, hits i+ 3 i i 
Wy yo tg L Nevertheless, it is of foremost importance to our advertisers that we maintain 
ttus Thus, 60.1% went without carbo- 
> Wi nated beverages, 67.4% went with- ° e ° ° . 
Com. out beer, 54.4% without linens, the high editorial and news standards which for years have given the Los 
mer of 63.4% without furniture, and 53.1% 
fal FM + ee equipment. . 
nee. rand-switching was noticeably H H i i 
Wa UN Tl cae ie aoe poetenia CORIR) ene Angeles Herald-Express the largest circulation of any daily newspaper in the 
‘al to in — (34.3%), the survey 
quenc revealed, . . . *e 
As a direct result of difficulties West... although this may mean the omission of more and more advertising. 
rith th in obtaining merchandise, 26.2% of 
America’s a are repairing 
wearing apparel; 39.6% are havi . ° H ' ; i 
nous Fenaived, 41% finena, Sao ® During this emergency the ready co-operation of advertisers in using 
—— and 31%, household 
foods, 
Despite widespread shortages and smaller space and more frequent insertions is enabling them to continue close 
contact with the major market which this newspaper covers. OF still 


COLLINS | greater importance is the favorable position which these 
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HUTCHINGS 
ING. 


advertisers will hold in the even richer Los Angeles Ba. 
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postwar market. 
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32 
Joins R. T. Kelley 


Pearl Clark, who formerly oper- 
ated Mary Miles Foods, Hamilton, 
Ont., specialty canning company, 
has joined Russell T. Kelley Ltd., 
Hamilton, as account executive. 


Moior West 


Automotive Trade Authority of the Pacific Region 
a 


For 37 Years has been the means 
of Automotive Sales Promotion 
in the Nation's 


Most Motorized Section 


«++ the Paolfic Far West 


@ Far Westerners have the 
highest average Buying Power 
found in any section of the 
nation. 


@ Ratio of Cars and Trucks 
owned per 1,000 of popula- 
tion here exceeds that in any 
other section. 

MOTOS we 4 Advertising is the means for 
Service , distribution and sale of 
— arts . . . Shop Tools and Ma- 


Car Accessories .. . 
..’.’. tee hene,’.”. 


Pacific and Mountain States during 1943. 
* 


MOTOR WEST PUBLISHING CO. 
823 Rives-Streng Bldg. Los Angeles, Cal. 


Hecht Store Wins 
Gov't Acclaim for 
Public Service 


Washington, D. C., Dec. 21.—Gov- 
ernmen officials are praising the 
public service work that the Hecht 
Company, one of Washington’s 
leading department stores, is doing 
with newspaper advertising and 
original window displays. 

Long before Pearl Harbor, 
Hecht Company devoted large 
amounts of newspaper space to 
defense bond drives, but the firm’s 
institutional advertising has been 
extended so that it includes an esti- 
mated one-third of a 5,000,000-line 
budget in local mewspapers, and 
considerable radio time. 

Hecht’s has given its advertising 
to support war bond sales, but in 
addition, an entire series of large 
advertisements have been devoted 
to the OPA Home Front Pledge 
campaign, and other advertisements 
created to explain food shortages 
and a whole series of disturbing 
home front problems. 

Currently, the Hecht Company is 
featuring seven spectal war bond 
windows with three - dimensional 
miniatures depicting in life-like de- 
tail “Christmas Eve with America’s 


the 


Armed Forces.” These displays, 
developed at a cost of $25,000, will 
go on a tour of leading stores 
throughout the country after the 
holidays. Each shows American sol- 
diers observing Christmas on a 
foreign battlefront. 

The Christmas windows were 
cited by Secretary of the Treasury 
Henry Morgenthau Jr., who said 
he hoped they would “serve as u 
model to retailers all across the 
land.” In the past, Hecht’s has 
enjoyed similar praise from Mr. 
Morgenthau, Ted R. Gamble, na- 
tional director of war _ savings, 
Chester Bowles, director of OPA, 
and other leading home front offi- 
cials. 

Special window displays have 
been used before in Hecht’s public 
service work, although they have 
never involved the use of such 
valuable window space at such an 
important time in the sales year. 
Last spring, for instance, the Hecht 
Company had a war bond show, 
involving 24 windows dramatizing 
the war effort. 


This war bond show featured the’ 


originals of Norman Rockwell’s 
Saturday Evening Post paintings 
interpreting “The Four Freedoms.” 
Conducted in cooperation with the 
Treasury and The Saturday Evening 
Post, the show was promoted with 
19 full page advertisements in 
Washington newspapers. 

An entire day at the war bond 
show was devoted to honoring 
Soviet Russia, another to China, and 
a third to Great Britain. Members 


NI 
« AN VER s Any 
iallwtis 


FE TAX Posten 


Sure—for that refers to advertising plans to be put into 
effect before the war’s won—right now, if you please! 


Whatever your PRE-post-war plans, you'll agree, we be- 
lieve, that it also makes sense to include a policy of increas- 


ingly stressing product names! 


Such a policy would 


favorably effect both today’s and tomorrow’s sales. 


*Taxiposter advertising can do a remarkably effective job 


of stressing product names to masses of people. 


First, 


because it provides exclusive coverage—each city carrying 


only one advertiser's message at a time. 


Second, because 


“Taxiposter advertising is the only outdoor medium which 
takes your message to every place that spending crowds 


gather! 


What’s more—with *Taxiposter-equipped cabs now busier 
than ever before, and *Taxiposter advertising rates still at 


pre-war low levels, you've got a bargain-buy! 


Without 


obligation, write for all the facts today! Wm. E. Whaley 
Company, Washington Building, Louisville, Kentucky. 


of the staff of the Soviet embassy; 
the Chinese ambassador, Dr. Wei 
Tao-Ming; the British ambassador, 
Lord Halifax, and ranking United 
States military and civilian officials 
participated. 


Backed Bond Drive 


One of Hecht’s outstanding public 
service jobs was done during the 
3rd War Loan drive when 23 full- 
page advertisements were used to 
“Back the Attack.” These adver- 
tisements, created by Hecht’s adver- 
tising department, under Bert M. 
Sarazan, director of publicity and 
sales promotion, contained a mes- 
sage and a half-page picture of a 
— or international leader each 
ay. 

A “scoop” in the Hecht advertis- 
ing was the page featuring a mes- 
sage from Joseph Stalin, urging 
“successful participation in the War 
Loan in the United States.” An- 
other Hecht war bond advertise- 
ment showed Prime Minister Win- 
ston Churchill buying a $100 bond 
from Secretary Morgenthau. Others 
contained messages from Donald 
Nelson, Secretary of Commerce 
Jesse Jones, Elmer Davis, Paul Mc- 
Nutt, Raymond Clapper, Eddie 
Rickenbacker, Walter Winchell, and 
the final advertisement was an 
appeal from top Officials of the 
Hecht Company. 

One advertisement in this series, 
printed shortly after news of the 


surrender of Italy, and at the same| | 


time that Mr. Churchill was in 
Washington, showed two ash trays, 
one with a cigar, and the other with 
the famous cigarette holder, under 
the headline ““‘Where There’s Smoke 
There’s Fire!” 


Retailers Should Lead Way 


Hecht’s policy on_ institutional 
advertising was determined by 
Charles B. Dulcan Sr., vice-presi- 
dent and general manager of the 
company, who feels that the retail- 
ers of America, by the very nature 
of their function, should spearhead 
the mobilization of what he calls 
“America’s un-armed forces.” His 
object is “to unify public thinking 
and public morale solidly behind 
the war effort of our government. 

To this end, in September and 
October of this year, Hecht’s ran 
five large advertisements support- 
ing the District of Columbia OPA 
Home Front Pledge campaign. These 
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“editorials,” as Hecht’s calls th m 
were headlined “I am the OP,” 
The first, a full page, is built aro ing 
the picture of a woman, with a »y; 
“Yes, me, the American house. ife 

. . and thirty million others . _. 
we are the OPA ... we are ‘he 
guardians of America’s Civi iap 
economy.” 

Others in the series were a oy 
“too young to fight the war... . »yt 
old enough not to ignore it” 4 
farmer who has made himself ‘ay 
honorary director of OPA” to mike 
sure that things we buy and sell ire 
bought and sold “at fair and }ega) 
prices’; a baby, “the next genera- 
tion” for whom “America will have 
something left’; and a business map 
who wants “to keep production 
ccsts within bounds,” 

Earlier, Hecht’s had run six half. 
page advertisements in a series op 
“Amazing Anecdotes of Amiable 
Americans” designed to explain the 
need for sacrifice, and for support 
of numerous government home front 
programs, from the Red Cross blood 
bank to OCD and price control. 


Fables Cite Examples 


One in this series, “The fable of 
the patriot with gastric acidity” 
contained a large charcoal drawing 
of “Kalsamine Klunk, who has it 
all figured out that the war could 
have been over three months ago.” 
Mr. Klunk, Hecht’s said, “thinks the 
President’s job is to win the war 
. and he can’t understand why 
he has to jack up his car and eat 
sirloin only once a week. And the 
taxes... they really give him 
heartburn.” 

Another is “the patriot and the 
empty gas tank,” featuring Octane 
Klunk, who has “put his string of 
Cadillacs in moth balls,’ now that 
Octane Jr. is with the air forces, 
Octane is putting all money hitherto 
spent for gasoline into war bonds, 
and frantically tears down iron grill- 
work around his estate for scrap 
metal. Mama Klunk knits for the 
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‘SHAME’ LEADER 


“WE SHALL SOON HAVE OUR 
STORM TROOPERS IN AMERICA 
Says Adolf Hitler 


er ee 


—— 


ee 


Oh Yeah? 


@ America may have something tc say abou! that Her Miler! 
i © We beven! any doubt thet youd move Heaven and carth © make 


goed on your boast... but talk ie cheap... and you didn't Gqure on 
4 nater united to prose! ite Freedom 


© And willing t make every eucrifice to rid the world of Naxi terroriem 
berbarny ard a. the other eeourges you sand tor 
© EVERY American is lighting in thie war Herr Hitler Net only the mit 
- one @ Beye @ unitorm byl every man woman ané child w ow 
cowrtian lhe. 


© We've pledged cumsives to give eur boys the tanks the planes the 
spe the guns — tha! wil) bias you off the lace of the earth 


© Thats why ee re putting our dimes and quarters and dollars on the 
time and buying Bonds and Stamps Thats what 1 takes to liquidate 
you Herr Hitter amd the hand wring « alread) on the wail 

© “orm woopers in America you say? 

@ Met om your Wie! Met as long as theres an ounce of decency and 
bone. . the world Tow goose going © be well cooked “ter Miler 
Rod romemmer then 

© WE'RE GOING TO EEEP ON BUYING TO KEEP YOU FRYING! 


ee ee 
ee Chemne — et Fae Pewee Bate Bey Fem Booey Pardes 


, THE HECHT Co. 


This newspaper advertisement was the 
first of the Hecht Co.'s “hall of shame” 
series, part of the department store's 
public service campaign which has won 
praise from government agencies. 


TET RE RS 


=e and helps at the blood 
bank, 

Other anecdotes are concerned 
with the patriot and the heating 
problem; the patriot and the mon- 
key wrench; the patriot who lost 
his niblick, and the patriot and the 
juicy sirloin. 

A year ago Hecht’s ran “Busts 
from the Hall of Shame,” featuring 
busts of enemy leaders. The first, 
picturing Adolf Hitler, says “Oh 
Yeah,” to a Hitler statement, “We 
shall soon have our storm troopers 
in America.” Others in the series, 
all urging purchase of war bonds, 
had illustrations of Mussolini, Tojo, 
Admiral Yamamoto and Goering. 

Twice in a row, Hecht’s has been 
given the Socrates award of the 
year by the Retail Ad-News for art- 
work, originality of captions and 
copy, and for institutional and mer- 
chandising copy keyed to present- 
day needs. 


Treasury Uses Series 


The “Busts from the Hall of 
Shame” series was syndicated by 
the Treasury for the use of other 
stores throughout the country, and 
all Hecht institutional advertising is 
placed at the disposal of the govern- 
ment agencies involved. 

Early this year Hecht’s observed 
47th anniversary with 28 full- 
page advertisements, almost all of 
hich were institutional in char- 
acter. Usually the occasion for a 
re-wide selling event, the anni- 
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SELLING NEW HAVEN'S 
a WAR WORKERS 


The Journal-Courler goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours dally 
to bring you coverage of today's 
best-spending customers 

100,000 readers dally! 


xk *& THE Kk 


JOURNAL-COURIER 
NEW HAVEN, CONN. 


versary was planned as a com- 
memorative celebration and not a 
merchandising event. 

Many of the newspaper advertise- 
ments were patterned on “The 
Parade of American Heroes” which 
was on display in store windows 
through the month. One such 
advertisement featured Theodore 
Roosevelt with the slogan, “Speak 
softly—but carry a big stick”; an- 
other was on Admiral Dewey and 
his victory at Manila Bay in 1898. 
Bringing the series up to date, the 
advertising featured Alvin York; 
General Pershing; Eddie Ricken- 
backer; General MacArthur; Gen- 
eral Doolittle; and General Eisen- 
hower. 

Another institutional series, re- 
placing the regular advertising 
accompanying the half-yearly fur- 
niture show, were those on the 
“American Home” showing the 


development of various types of 
American homes, and urging “Pro- 
tect your liberty and freedom ... 
with the purchase of war bonds and 
stamps.” 

Hecht’s opened the exhibit of its 
Christmas windows late last month 
with full-page advertisements in- 
viting the public, and full-page 
endorsements of the series from 
Secretary Morgenthau and Ted 
Gamble. 

In announcing the Christmas win- 
dows, Mr. Dulcan said: “Our pur- 
pose is to help our fellow citizens 
visualize what Christmas, 1943, will 
mean to our boys out on the battle 
fronts. Our second and more 
important purpose is to bring 
sharply home, at Christmas time, 
the need for continuance of every 
American’s active support of the 
war effort.” 


Like many other retailers sup- 


porting the government in promot- 
ing war bonds for Christmas, 
Hecht’s reminded its readers “Re- 
member ... the war bonds you buy 
this Christmas . . . will hasten the 
Victory Christmas of the future. . .” 


L. S. Cohen Promoted 


Leo S. Cohen, production man- 
ager of the United States Advertis- 
ing Corporation, Chicago and To- 
ledo, has been named assistant to 
the president, James Cady Ewell. 
A. J. Engeinardt, account executive, 
will also assume management of the 
company’s radio department. 


Warner Plans Drive 


William R. Warner Company, 
Toronto, maker of pharmaceutical 
products, will release an_institu- 
tional campaign to trade publica- 
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tions through James Fisher Com- 
pany, Toronto, beginning in Janu- 
ary. Copy includes biographical 
sketches and portraits of the 
“Fathers of Canadian Pharmacy.” 


FOR FACTS ABOUT : Bio 
\ $1.00 
Variety Store 
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ARMY BOMBERS MUST DEAL OUT DEATH 


Air superiority demands tested skill and teamwork in 
every member of the bomber crew. Only the fierce concen- 
tration and faultless timing of an eagle in every man aboard 
can make a bomber deal out death and destruction the way 


it must. 


Even when the bomber’s pace and altitude pass beyond 
belief, each man of the crew must remain as cool as a 
crystal spring. And what a glorious job they are doing! 
No wonder that only carefully picked youths can measure 


up to flying precision. 


Printers select SPRINGHILL Tag... 100% bleached 
sulphate surface-sized paper that can everlastingly take it 
printed, typed, or written—for index cards, tags, charts, 


schedule cards, etc. 


INTERNATIONAL PAPER COMPANY 


220 EAST 42nd STREET, NEW YORK, N. Y. 
PAPERS FOR PRINTING AND CONVERTING 


BACK THE ATTACK 


WITH WAR BONDS 
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Made McKinsey Principal 
Gordon G. Bowen, 


company. 


senior asso- 
ciate of McKinsey & Co., New York 
and Boston management consultant, 
has been made a principal in the 


HFHOUT.4 
» 


A 


BATTLE CREEK 


Home ownership 


three years. Popul 
tion, over 67,000. 


NEWS 


ag 
. 


in 
n- 
to 


Battle Creek has i 
ENQUIRER creased from 48% 
ane : 60%, during the past 


N-KLAPP CO. New York : Chicage Detroit | 


|}account executive. 


NCR Allots 88% 
of Ad Budget 


to Newspapers 


New York, Dec. 21.—The 1944 
advertising plans of National Cash 
Register Company, Dayton, were 
made known last week, when N. W. 
Ayer & Son, agency for the account, 
reversed the normal procedure of 
publicatioii men entertaining space 
buyers by inviting publication men 
to a party at the Hotel Lexington 
here, where it was revealed that 
88% of the company’s 1944 cam- 
paign would be concentrated in 
newspapers, 

Breaking Jan. 10 in 357 news- 
papers in 295 cities blanketing the 
United States, insertions will appear 
on an average of once a month in 
all papers in space sizes varying 
from 700 to 420 lines. A new copy 
policy will be announced at time of 
the first insertion. 

Hosts at the party were Ayer’s 
Harris D. Bootman, vice-president 
in charge of media; Leslie Farnath, 
space buyer, and Robert E. Moore, 
Guest of the 
agency was Ralph H. L. Becker, 
advertising director of National 
Cash Register. 

Before the ceremony of delivering 
contracts to each cf the newspaper 
representatives, Mr. Bootman and 
Mr. Farnath told them the exact 
basis on which the schedules had 
been set up, at which time it was 


revealed that 88% of their client’s 
1944 advertising appropriation had 
been earmarked for newspapers. 
Each representative was then handed 
an envelope in which was a contract 
for his newspaper. 


Loucks Joins Federal 
Media Department 


Jack Loucks, for five years head 
of the media department of Black- 
ett-Sample-Hummert, Chicago, and 
more recently with Warwick & Leg- 
ler, New York, has been appointed 
assistant media director of Federal 
Advertising Agency, New York. 

W. R. E. Baxter, formerly man- 
ager of the Newspaper Service Bu- 
reau, McGraw-Hill Publishing Com- 
pany, New York, and onetime pub- 
licity director for the American 
Society of Civil Engineers, has also 
joined Federal to handle publicity. 


Two Join Thompson 

Paul de Fur, formerly with the 
radio section of the War Manpower 
Commission, and Jay Hanna, free- 
lance radio director, have joined J. 
Walter Thompson Company, New 
York, as radio producers. 


Joins Hartford Agency 


Casper F. Spolen, for the past 
nine years assistant secretary of the 
Public Utilities Commission of 
Hartford, Conn., has joined Baker, 
Cameron, Soby & Penfield, Hart- 
ford, as an account executive. 


The RALSTON PURINA COMPANY 


AY CE Oe oe ee Se 


elyEIGHTING MEN’ 


§ 


\¥ Vs 
VW E are proud to be of assistance to the 


Ralston Purina Company in this public-spirited 
contribution to America's preparation for victory 
in the battle of food production. 


An understanding of group thinking —oan under- 
standing of group reaction — an understanding of 
the cast of mind of occupational groups and of 


their motives — al! these are essential factors of 
assistance to any sponsor of incentive pictures. 


Years of comprehensive experience with the real 
reacticns of real people can pilot the way fo defi- 


nite results in this field. 


\ 
JAM HANDY 
Ongauizalian 


VISUALIZATIONS * EDUCATIONAL SOUND PICTURES + TRAINING ASSISTANCE + SLIDEFILMS 
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Getting Personal 


OPA Director Chester Bowles tnsists he should never tell stori:., 
because he does it so badly. But he’s got one involving two Sout! - 
erners and their predictions on the length of the war that lays bh ; 
audience in the aisles even though Chet carefully eschews an attempt: 4 


southern accent in the telling. . . 


Western head of BBDO, Jack Cornelius became a godfather on h s 


trip East, the godson being David 


of boys belonging to Gordon Fawcett of Fawcett Publications. M) 


Cornelius became the godmother. 


Baltimore, became a papa when Mrs. Miles presented him with Car | 


Beth, 8% lbs. Co-workers at the 


with a silver fork and spoon for the newcomer... 

Officers and staff of Bigelow-Sanford Carpet Co. tendered a tes’ - 
monial dinner at the Waldorf-Astoria to Frank H. Deknatel, first v ». 
and treasurer of the company, to celebrate the completion of 5) 


years’ service with the organization. 
Anne Higgins, on the staff of 
Mademoiselle, married Ensign 
Edward J. Czar, USNR... 

La Porte & Austin gave a 
cocktail party at its offices in 
New York Dec. 17 to mark the 
agency’s 25th anniversary. F. B. 
Leedom, pres., and Frank Casey, 
v.p., greeted the guests. . . Mannie 
Eisner, publicity director of Sta- 
tion WGAR, Cleveland, a CBS 
outlet, recently visited New York 
and dropped in to see many of 
his friends in the big town. . . 

Accompanied by his wife, Wil- 
liam L. Schultz, pres. of Shulton, 
well known for Early American 
Olc Spice, is sojourning at Palm 
Beach, where they will remain 
until the robin beckons from 
New York in late spring. . . 

Major Frank S. Kent, on leave 
to the Army from his position as 
president of Tracy, Kent & Co., 
New York, has assumed com- 
mand of headquarters squadron, 
Army air forces redistribution 
station No. 1. He was a member 
of the 107th Infantry, New York 


L 


H. Fawcett, youngest of the tr.» 
. . Paul Miles, of Station WIT). 


studio presented the new dadiy 


.. At Great Neck, L. IL. Elizabeth 


C-E GIVES A PARTY 


Employes of Campbell-Ewald, Detroit, 
entertained their boss, Henry T. Ewald, 
at the agency's annual Christmas party, 
and presented him with a silver tray en- 
graved with the signature of each mem- 
ber of the staff along with an appro- 

priate Christmas sentiment. 


Guard, for nine years... 


Verna Stair, sec’y to William B. Caskey, assist. mgr. of Station WFIL, 
is the envy of all the gals. The Christmas box she received from 
her husband overseas contained four pairs of gen-u-ine silk stock- 
ings. . 

Capt. Blake Tedman (now in Sicily), the son of H. M. Tedman, v.p. 
and genl. mgr. of J. J. Gibbons Ltd., Toronto, was held captive by 
the Germans for 10 hours, bluffed his way out and paraded his captors 
back to his own lines as prisoners. . . 

James D. Shouse, v.p. in charge of broadcasting for Crosley Corp., 
sported a new moustache when he returned home from a London visit. 
He termed it a symbol of boredom over almost a week at sea on a 
blacked-out liner. . . 

William Allen White, Emporia Gazette publisher, is back home from 
Rochester, Minn., where he underwent an operation at the Mayo Hos- 
pital. .. And L. M. White, owner and ed. of the Ledger, Mexico, Mo., 
and president-elect of Inland Daily Press Assoc. for ’44, has returned 
from Portland, Ore., where he underwent an operation in October. He 
expects to be back on the job after a few more weeks of conva- 
lescence. . . 

“Don’t postpone the postwar. Buy war bonds and stamps today,” 
is a slogan that’s attracting attention around Boston. Used in station 
breaks and adopted by several local war plants, it was originated by 
George Lasker, manager of Stations WCOP-WORL.. . F. Lee Johnston, 
former acting pres. of the Detroit Adcraft Club, who has been field 
exec. of the metropolitan Detroit USO for the past 18 months, has 
been named director of field ope_ations for the USO in Michigan. . . 

One of the early 
Christmas greet- 
ings was an attrac- 
tive folder from 
Carl B. Dietrich, 
a.m, Wagner 
Electric Corp., St. 
Louis, containing 
words and mus 
of “A Prayer,” 
which he had 
written. . . 

Ray Deen, West 
ern manager f¢ 
American Machi 
ist and Product E) 
gineering, has bee 
at St. Luke’s Hos 
pital, Chicago, r¢ 
covering from a re 
cent operation. . 
Wallace Patterso! 
of Farm Journal « 
Farmer’s W if « 
Chicago, is back i 
circulation afte 
being laid up for two months as the result of an automobile accident. . 

A. V. Bamford, sales mgr. of KROW, Oakland, Cal., has been electe: 
a director of the Oakland Advertising Club. . . To Thomas W. Richards 
ad. mgr. of the Baltimore Salesbook Company, and a new member o 
the Baltimore Ad Club, went the task of writing a series of biograph 
ical sketches for the club publication. First honors naturally went t 
the club pres., W. T. Childs, general partner of Stein Bros. & Boyc« 
investment bankers. . . 

Lt. Gen. William Knudsen, famed production wizard, insists that th 
most important advantage he’s had in his career has been the fact tha 
he’s always been a shop man, and could talk to the men on their ow 
level and in their own language. He and Bill Jack of Jack & Heint 
might disagree on many other things, but they’d be in complete agree 
ment on this point... 


NAMES PIN-UP QUEEN 


é 


Cadet Robert Perry Young receives a $100 war bond 

from Herman Stoll, left, of J. O. Stoll Co., for his 

third prize essay picking Betty Grable as “Queen of the 

Pin-up Girls," in a contest sponsored by Movie Stars 

Parade, one of the Ideal Women's Group magazines. 

Others in the Chicago ceremony are C. N. Boothby and 
E. M. Rutherford of Ideal’s advertising staff. 
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Chicago Plant 
to Resume Making 
Gas Ranges in ‘44 


Chicago, Dec. 22.—Added evi- 
dence that the consumer goods 
situation is loosening up was re- 
vealed this week in plans of Cribben 
& Sexton Company, Chicago, to re- 
sume limited production of gas 
ranges in January. 

The gas stove, which will be 
turned out on a small scale, will 
conform to government restrictions 

and will be a four-burner affair 

th no heat regulator. Hope was 
expressed that the company would 
be able to produce some of its stan- 
dard, fully equipped, Universal gas 
range models later in the new year. 

W. H. Van Riper, vice-president 
in charge of sales, said that once 
production gets under way the com- 
pany will advertise the range to 
dealers in such trade publications 
as Gas, Gas Age Record and Retail- 
ing Home Furnishings. Copy will 
point out that the stove is not the 
finest type the company can make, 
he said, but rather is substandard 
because of restrictions on use of 
critical materials. 

Meanwhile, the company, which 
ceased gas range production in 
1942, is continuing to turn out war 
materials for the government. 


Supplee ‘Sells’ Workers 


Supplee-Wills-Jones Milk Com- 
pany, Philadelphia, has distributed 
to its employes copies of a 34-page, 
two-color booklet entitled “Your 
Opportunity,” that emphasizes the 
“community of interest in the effi- 
cient operation of the business 
which applies to executives and 
minor employes alike.” 


CE’ CATCHERS 


FREE PROOFS! 


0-MEN READ THIS! 


ere’s Why the World’s Biggest 
dvertisers Use EYE* CATCHERS 


it brings around 100 new, photo ideas every 
30 days 


its pictures are spirited and lively 
it features national advertising’s best models 


it presents unique and original situations to 
dramatize any selling story 


it fits inte every job 


high class photography is made available at 
ulously low cost 


every picture “sells” something 


they can use photos liberally—they cost so 


provides ready-to-use promotion stunts 
nd newhere else 


ves real money—only $5 monthly—mats 
lossy Print Plan 


stimulates one to do a more resultful job. 
‘sy prints up to 8x10, also covers and 
biew-ups 


tanding advertisers and agencies sub- 
be to EYE*CATCHERS. /t selis itself 
mai! IT’S GOT TO BE GOOD!!! 


‘I think this is one of the finest 
rervices we have ever seen, and, 
frankly, cannot see how you are 
ible to sell it for the amount you 
harge.”’ 


for FREE book of interesting proofs— 
gations. Clip coupen to your letterhead. 


. 
°° == oe oe oe oe oe ee ee ee ee ee ee oe oe oe 


y! CATCHERS, INC. MAIL THIS NOW 


O° $8 St., New York, 16 


send us FREE proofhooks and details 
r $5 a month membership plan. This 
t obligate us in any way. 


Yates Joins Agency; 
Stuart to ‘SEP’ 


James Yates, art editor of The 
Saturday Evening Post since early 
in 1942, will join Lennen & Mitchell, 
Inc., New York advertising agency, 
as vice-president in charge of art 
and production, starting Jan. 3. 
Hans Sauer and Michael J. Madar 
will continue as executive art di- 


spectively, of the agency. 


of the illustration department of 
Moore Institute, Philadelphia, has 
succeeded to Mr. Yates’ former post. 


Names Mogul Agency 


Gem Packing Corporation, New 
York, producer of edible oils, has 
appointed Emil Mogul Company, 
New York, as its agency, effective 
Jan. 1. Newspapers and radio will 
be used. 


rector and production manager, re- | 


Kenneth J. Stuart, formerly head | 


Admen in the 


Armed Forces 


Maj. Forrest U. 
Webster has been 
moved up from 
adjutant to post 
executive at Fort 
Wayne, Detroit. 
Before going to 
Fort Wayne in 
February, 19 4 2, 
Maj. Webster 
was account ex- 
ecutive of Mac- 
Manus, John & 
Adams, Detroit, 
and _ previously 
was with Union 
Metal Mfg. Com- 
pany, Lord & Thomas and Cutler- 


Maj. Webster 


Hammer, Inc. He is a past presi- 


dent of the National Industrial Ad- 
vertisers Association. 


Joseph Shaw, art director of 
Franklin Bruck Advertising Corpo- 
ration, New York, for the past five 
years, has joined the Army. 


Names G. T. Bailey 


George T. Bailey, president of the 
American Institute of Graphic Arts, 
has been named vice-president and 
general manager of the Photogra- 
vure & Color Company, New York, 
effective Jan. 15. A vice-president 
and director of William E. Rudge’s 
Sons, Inc., New York, he will con- 
tinue as a director. 


Issues ‘Flame Facts’ 


“Flame Facts,” a 20-minute, 16 
mm, sound motion picture in Koda- 
chrome, has been issued by Walter 
Kidde & Co., New York, maker of 
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fire extinguishing apparatus, rcr use 
by plant executives, foremen, fire- 
fighting units and educational 
groups. The film may be secured 
from the company without charge. 


‘“ 
-~ 


Seem + 


LARGEST AUDIENCE 
in the Business Field 
(400,000, all net paid) 


Choose the 


leader... 


+ 


ae bah. 


Battlewagons Have 
What It Takes! 


Superdreadnaughts are still the backbone of the 
Navy, with due credit to all the new developments 
of modern warfare, and this is why! 


The power of their big guns to hurl tons of steel 
and high explosives for miles at an enemy target 
with incredible accuracy, plus their heavy protec- 
tive armor, make them the most effective and 
dreaded monsters on the seas. 


These gigantic Battlewagons are playing an impor- 
tant part in the invasion of Europe...and they are 
making important war news. At Salerno it is pos- 
sible that the big guns of the Navy turned bad news 
into good news. 


Today there is nothing more important to thinking 
Americans than WAR NEWS and Newspapers are 


REPRESENTED NATIONALLY 


ae 


the backbone of all news disseminating agencies. 
In San Francisco it’s The Call-Bulletin that brings 
the news, not tomorrow, but today—when news 
happens and as news happens. 


San Franciscans prefer a news newspaper .The pop- 
ularity and prestige they give The Call-Bulletin is 
proof of this preference. Advertisers show a high 
regard for these same San Franciscans by the ad- 
vertising responsibility they place on The Call- 
Bulletin...and this is why! 


The Call-Bulletin through its vast news gathering 
facilities gets the news and delivers it in San Fran- 
cisco, where the greatest Effective Buying Income 
is concentrated. This is why its circulation is on the 
increase, and why its advertisers get ‘sure hit’’ results. 


? re * a . 
Saw #Franctsco 


CALL-BULLETIN 


The RITKEKETS PE Paper \ aot. ina GOUDEN Marizet 


BY PAUL BLOCK and ASSOCIATES 
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Folger Releases 
Brochure of Its 
War Advertising 


Kansas City, Mo., Dec. 21.—After 
obtaining permission to follow the 
same format used in the Bureau of 
Advertising’s brochure, “Are People 
Reading Institutional Ads?” issued 
in September, J. A. Folger & Co., 
coffee distributor, has released a 


“But WFDF Flint said the bridge 
was open!” 


booklet entitled “Folger Adverti-ing 
in Wartime.” 

The brochure traces the com- 
pany’s newspaper advertisements 
from the first days of coffee ration- 
ing to the now golden days when 
it is not unpatriotic to drink a 
second cup. The initial insertion, 
headlined, “How You Can Have 
More Cups of Coffee at Your 
House,” told habitual coffee drink- 
ers to use three spoonfuls for four 
cups. 

When tlhe brew became more 
abundant, the company released an 
advertisement headed “The First 
Taste of Victory.” Copy pointed 
out that “everywhere men and 
women know again the enjoyment 
of the second cup of coffee .. . and 
have been cheered and encouraged. 
It is the first positive evidence of 
the return to normalcy that America 
wants, expects and fights to pre- 
serve.” 

The booklet is being distributed 
to wholesalers and grocery stores 
handling Folger coffee. 


New Size Appears Jan. 2 


First issue of The American 
Weekly in its new size will appear 
Jan. 2. Over-all page size will be 
15%x10% inches. The issue will 
carry nine full pages of advertising 
and five devoted to smaller black 
and white ads and text. This is the 
first change in size made by The 
American Weekly since it first ap- 
peared in 1896. 


TIME is the Favorite Magazine of Army, 
Navy, and Marine Officers... 


For example, Captain hk P. 
in Alaska writes: 


"TIME provides us in the far 


stretches of Alaska with grandstand 
seats at every active theatre in the 


world—helps us maintain sanity 


in an apparently insane world. 


And because the news service out 
here is so fragmentary, we're all 
mighty hungry for copies of TIME!" 


TIME 


THE WEEKLY NEWSMAGAIINE 


Meat Institute 
Signs for First 
Radio Program 


Chicago, Dec. 22.—In its first radio 
venture, the American Meat Insti- 
tute contracted this week to sponsor 
an all-family production, “The Life 
of Riley,” starting Jan. 16 over 155 
Blue Network stations. 

The show, to be broadcast Sun- 
day afternoons from 2 to 2:30 CWT, 
will feature William Bendix, M-G-M 
film star, in the lead role. He has 
“guested” on several network pro- 
grams, but the new AMI show marks 
his initial appearance as headliner 
on his own radio program. The 
contract was signed for 52 weeks. 

Wesley Hardenbergh, president of 
the American Meat Institute, said 
the organization, which has em- 
ployed magazines and newspapers 
consistently for a number of years, 
will use the radio show to carry 
part of its meat educational cam- 
paign. Both institutional and in- 
formative copy will be used, calling 
the public’s attention to the neces- 
sity and value of meat in the every 
day diet. 

Leo Burnett Company, Chicago, 
handles the account. 


Goes Full Network 


“Starring Curt Massey,” sponsored 
by Schutter Candy Company, Chi- 
cago, in behalf of Old Nick and Bit 
O’ Honey candy bars, expanded 
from 75 stations to the full NBC 
network Dec. 25. The program is 
aired Saturdays from 4:45 and 5:30 
p. m., CWT. Schwimmer & Scott, 
Chicago, is the agency. 


Signs Walter Duranty 


“Bradbury Clothes Presents Wal- 
ter Duranty” is the program title for 
a new series of broadcasts over the 
Pacific Coast Blue Network under 
sponsorship of Eastern Columbia 
Outfitting Company, starting Jan. 2. 
The program will be aired Sundays 
from 5:30 to 5:45 p. m. PWT, over 
a nine-station lineup. 


Signs ‘Captain Quiz’ 


Beneficial Casualty Insurance 
Company, through Hillman-Shane- 
Breyer, Los Angeles, has contracted 
for the “Captain Quiz” program 
broadcast Sundays from 10:15 to 
10:30 a. m., PWT, over the Pacific 
Coast Blue network, starting Jan. 2 
for 52 weeks. 


Starts New Program 


Shell Oil Company, following up 
its first Yankee Network program 
this fall, has signed for a new series, 
“Shell Digest,” aired Thursday, Fri- 
day and Saturday nights at 6:15 
over nine outlets. 


Anchor Hocking Sponsors 


“Corliss Archer,” half-hour 
weekly program dramatizing the 
caprices of a sub-deb, will return to 
the Columbia network Jan. 8, under 
sponsorship of Anchor Hocking 
Glass Corporation, Lancaster, O. 
The program will be aired from 4 
to 4:30 p. m., CWT. 


Duff Renews Drake 


P. Duff & Sons, Inc., Pittsburgh 
maker of Duff’s baking mixes, ha: 
renewed its 15-minute Galen Drake 
program over the Columbia Pacific 
network for an additional 14 weeks 
The program is aired Tuesdays anc 
Thursdays at 5 p. m., PWT, on ar 
eight station hookup. W. Earl Both- 
well Advertising Agency, Pitts- 
burgh, handles the account. 


Westinghouse Renews 


Westinghouse Electric & Mfg 
Company has renewed the “West 
inghouse Program” on the full NBC 
network, effective Jan. 9, witl 
WEEU, Reading, Pa., as an added 
outlet. Featuring Mark Warnow 
and his orchestra, John Charles 
Thomas, baritone, story teller John 
Nesbitt and the Lyn Murray chorus 
the program is heard Sundays at 
2:30 p. m., EWT. Young & Rubi- 
/cam is the agency. 


Sinatra Replaces ‘Mayor’ 


| Lever Brothers, in behalf of 

Vimms, will replace its CBS net- 
|work program, “Mayor of the 
| Town,” with a new musical pro- 


gram headed by singer Frank Si- 
| natra, recently classified 4-F. Effec- 
itive Jan. 5, the program will be 
heard Wednesdays from 9 to 9:30 
p. m., EWT. J. Walter Thompson 
Company is the agency. 
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tatives Available,” 
eash with order. All 


other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
30 cents a line, minimum charge $1. 


Terms 
(single insertion 


MISCELLANEOUS 


HELP WANTED 


Do you have clients who wish to im- 
prove their Relations with Top Man- 
agement? Our Newsletter will be 
read by all officials in every size busi- 
ness receiving it. Proven 2cceptance. 
Open for sponsorship on national or 
regional basis. 
Box 4454, ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


REPRESENTATIVES AVAILABLE | 


HAROLD L, STUART 
Publishers’ Representative 


Room 523—18S36 Euclid Ave, 
Main 9357 Cleveland 15, Ohio 


Experienced and successful trade pa- 
per representative can handle one 
more good publication on a straight 
commission basis. Am covering the 
north central states and maintain an 
office in Chicago. Am well and favor- 
ably known among agencies and a 
large number of manufacturers. Have 
had experience as agency account ex- 
ecutive. Can give sound and construc- 
tive representation to 
who is interested in obtaining a 
healthy and profitable billing. 

Box 4474, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
HELP WANTED 
WANTED, an experienced classified 
advertising salesman who is capable 
of filling a permanent job on one of 
Michigan's larger afternoon dailies. 
Box 4475, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


a publisher|. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. _ Chicago, 1), 
ADVERTISING ARTIST. Establi-heg 
growing, creative advertising-prin:. 
ing plant wants artist for permanent 
job with advancement opportunities 
(not temporary draftee replacement) 
Man should be draft-exempt; abie ty 
do lettering and finished art for re. 
production. Creative layout and de. 
sign ability also an advant 
Congenial working conditions. Seng 
samples and state salary required 
STEWART-SIMMONS COMPANY 
Waterloo, Iowa 


POSITIONS OPEN 
We specialize in advertising person. 
nel, male and female. Positions now 
available with advertisers, agencies, 
publishers and in radio. Transactions 
confidential. No registration fee. 
FRED MASTERSON 
Sinclair Masterson Personne! 
310 S. Michigan Avenue, Chicago, Ii), 


POSITIONS WANTED | 


WANTED! 


A Job With a Future 
With a Growing Azgeney 


. . by a 26-year-old account-idea 
man who will trade fresh ideas, hard 
work and loyalty for a promising op- 
portunity. If you have a place for a 
capable, draft-deferred, young man 
who has the ability and understanding 
to write good copy, who is coopera- 
tive and does get along with others 
and who is eager to contribute to and 
participate in your agency’s growth, 
please reply to 

Box 4476, ADVERTISING AGE 

100 BE. Ohio St., Chicago, 11 


Crosley Names Mahan 


Advertising Director 
S. D. Mahan 
te has been named 


director of adver- 
tising and public 
relations of the 
manufacturing 
division, Crosley 
Corporation, Cin- 
cinnati. Mr. Ma- 
han for the past 
2% years has 
been with the 
Treasury Depart- 
ment as director 
of advertising 
and _ promotion 
for the war bond 
program and as associate national 
field director in charge of all war 
bond and stamp sales through re- 
tailers and the newspaper boys of 
the nation. Previously he was gen- 
eral advertising manager of West- 
inghouse Electric & Mfg. Company. 


S. D. Mahan 


Becomes Royal Incentives 


Royal Emblem Company, New 
York, maker of emblems, pins, 
badges, trophies and plaques, has 
changed its name to Royal Incen- 
tives. Royal Emblem will be one of 
several divisions of the new com- 
pany. 


Appoints Butler Agency 


Moffett Drug Company, New 
York, has named Butler-Advertis- 
ing, New York, to handle its adver- 
tising for Vitamin Juniors, newly 
designed capsule containing a bal- 
anced vitamin formula for children. 
A campaign in newspapers, maga- 
zines and radio is being planned. 


Palmer Joins Dyer 


A. D. S. Palmer, formerly adver- 
tising and sales promotion manager 
of National Sugar Refining Com- 
pany, New York, has joined B. W. 
Dyer & Co., New York, sugar econo- 
mist and broker, in a sales capacity. 


McCall Transfers. Long 


Roger D. Long, western represen- 
tative of McCall’s, has been trans- 
ferred from Chicago to the New 
York advertising staff. 


ARE YOU SELLING THEM EFFECTIVELY? 


>. 
G2 You should have expert counsel 


on how to reach the growing 
| OUT OF 


$7 Billion Negro Market. Consult— 


. 

DAVID J. SULLIVAN 
Negro Market Organization 
Marketing * Advertising + Research 
545 Fifth Avenue + New York, N Y% 


_ EVERY 10 
AMERICANS 
1S A NEGRO 


There are a large number of concerns that 
render one type of service and do it well... 


* THE FAITHORN CORPORATION, | 
however, renders THREE DISTINCT TYPES | 
of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


504 SHERMAN STREET * CHICAGO 
Telephone WABash 7820 
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Surplus Property: 
Board Proposed 


by Congressmen 


~ Plan Would Operate 
Through RFC in 
Distributing Goods 


Washington, D. C., Dec. 24.—A 
bi-partisan plan providing for sale 
of surplus government property 
through the RFC, is expected to get 
serious Congressional consideration 
soon after members of the House 
banking and currency committee 
return from their holiday recess 
Jan. 10. 

Proposed by Rep. Wright Patman 
of Texas, chairman of the House 
small business committee, last 
weekend, and acclaimed by Rep. 
Charles Halleck of Indiana, chair- 
man of the Republican Congres- 
sional committee, the bill provides 
for the establishment of a Surplus 
Property Board within RFC, with 
at least three of its members having 
a minimum of five years’ experi- 
ence in retail sales and distribution 
of merchandise. 

The Surplus Property Board 
would determine the amounts of 
surplus property to be sold by the 
government, and the policies to be 
used by government agencies in 
making and maintaining inventories 
of property. In distributing surplus 
property, RFC would be expected to 
use established trade channels, and 
to adopt regulations which would 
prevent the merchandise from fal- 
ling into the hands of speculators 
or causing undue disruption to the 
trade. 


Would Set Sale Conditions 


Sponsors of the bill expect that 
the board would determine regu- 
lations regarding the times, places, 
quantities and terms and conditions 
of sales. The act would require that 
sales be advertised for competitive 
bids, except under special circum- 
stances. 

The proposal was drawn up by 
the House small business committee 
and is supported by several retaile., 
groups. It contemplates the crea- 
tion of advisory groups of business 
men to aid in the disposal of the 
goods. 

In introducing the bill last Satur- 
day, Rep. Patman warned that in 
delaying further action on a policy 
yn disposal of surplus property, 
Congress was not doing its duty 
toward the nation. Explaining that 
half a dozen committees have been 
wrestling with various phases of the 
problem, he submitted this plan as 
one that all could agree on. 

“In general the bill meets the 
outstanding wishes of all groups in 


ind out of government,” he said, | 


adding that “there is universal 
agreement that a sales agency ex- 
perienced in selling and distributing 
goods should be set up.” 

“This requirement seems to be 
adequately met by RFC,” he de- 
clared. “That retail business men 
should be asked to contribute their 
best advice and counsel is recog- 
nized by all,” 

Mr. Patman commented that sur- 
plus goods at the present time are 
being sold “by junior executives 
located in more than 100 field offices 
of the different branches of the gov- 
ernment.” He estimated that total 

lues of goods to be sold after the 
war would be aproximately $75,000,- 
000,000. 

Immediately after Rep. 

roduced the bill, Rep. 


Patman 


took the floor to give his approval as 
ranking Republican member of the 
House small business committee. 
Calling the proposal “the mature 
product of careful investigation and 
consideration” he said it would in- 
sure the public an opportunity to 
buy the goods at fair prices, and 
that it would enable small retailers 
to fill vacant shelves and meet run- 
ning costs while waiting for fac- 
tories to get into production. 


Urge Speedy Action 


Both Rep. Patman and Rep. Hal- 
leck urged speedy action, warning 
that serious scandals involving sur- 
plus goods must be averted. Rep. 
Patman referred to a catalog used 
recently by the Memphis depot of 
the Army air forces to offer certain 
supplies for sale. 

This 32-page booklet, with three- 
color cover, offered mony items so 


rare that dealers had not been able 
to get them for months, he said. 
“Yet when dealers ordered them, 
they invariably got back mimeo- 
graphed letters saying, ‘Sorry, the 
goods are gone.’” 

If adopted, the bill would set up a 
board within the RFC composed of 
three business men, the Secretaries 
of War, Navy and Treasury Depart- 
ment, and chairman of the Defense 
Supplies Corporation. An immedi- 
ate inventory of surplus. goods 
would be made, while actual sales 
would be by RFC through advisory 
committees chosen from retail 
groups represented by the surplus 
foods in question in each instance. 


Craig Now Vice-President 


Walter Craig, radio director, Ben- 
ton & Bowles, New York, has been 
elected a vice-president. 


Pittsburgh Glass 
Executives Changed 


Clarence M. Brown has resigned 
as chairman of the board of direc- 
tors of the Pittsburgh Plate Glass 
Company, effective Jan. 1, but will 
remain on the executive committee, 
on the board and as chairman of 
the finance committee. 

Harry S. Wherrett, now vice- 
chairman, will become chairman of 
the board. Robert L. Clause, now 
president, will become vice-chair- 
man of the board, and Harry B. 
Higgins, now executive vice-presi- 
dent, will become president. 


Stearns to Retire 


W. M. Stearns, manager of trade 
relations and special contracts for 
General Electric Company, Sche- 
nectady, N. Y., will retire Jan. 1 
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after 39 years of service. He will be 
succeeded by W. A. Sredenschek, 
who for the past three years has 
been assistant manager. 


GR A 
To contact the 
heads of large 
and small businesess 


Choose the 


Leader... 


¥ 


Halleck 


ARE YOU “IT”? 


WE WANT A 
COPYWRITER 
WITH AGENCY EXPERIENCE 


Well established, medium 
size Ohio agency has a fine 
| opening for a man who's had 
agency copywriting experi- 
ence. If you're capable, 
there's good opportunity for 
| advancement. Permanent po- 

sition. If available, outline 
your experience and salary 
requirement. Your letter will 
be acknowledged immedi- 
ately. Write box 4473, Ad- 
vertising Age, 100 E. Ohio 
St., Chicago. 


a> 


Here's why Solid 


is the word por Syracuse! 


THE NATION'S 20 BASIC INDUSTRIES 


All Represented in Syracuse, N. Y. 


and the Syracuse Market 


1. Food and kindred products. 12. Leather and leather 

2. Tobacco. products. 

3. Textiles. 13. Stone, clay and glass. 

4. Apparel. 14. Iron and steel products —« 

5. Lumber and timber. cept machinery. 

6. Furniture. 15. Non-ferrous metals and 

7. Paper and allied products. products. 

8. Printing. publishing and 16. Electrical machinery. 
allied industries. 17. Machinery, except electrical 

9. Chemical and allied machinery. 

products. 18. Auto and auto equipment. 

10. Products of petroleum and 19. Transportation except 
coal. automobiles. 

ll. Rubber products. 20. Miscellaneous. 


Syracuse does mean business, 
E. A.! One Syracuse plant has 
already announced that its post- 
war business will involve the 
employment of 3,200 persons... 
that it will spend more money 
for research and equipment to 
improve its manufacturing fa- 
cilities. This same firm has in- 
creased its operating capital 
50% within the past two years 
and is ready! Other Syracuse 
industries and business houses 
have translated plans into ac- 
tion—in fact, Syracuse will em- 
ploy 13.5% more workers after 
the war than before Pear] Har- 
bor. That means business for 
us, too! 


SYRACUSE HERALD- JOURNAL 


| SYRACUSE HERALD-AMERICAN 
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Your client* 
in 1944 


to 
help 
sell 
more 


war 


bonds 


Funny, ain't it? Us cel’bra- 
tin’ th’ peaceful Christmas 
season with a .45 killer-diller 
in th’ ‘“‘other hand’’....I 
gess that’s th’ vers’ til Amer- 
ican spirit for ya, tho.... 
some day someone’ll braid a 
lil’ o’ that holly into a 
funeral wreath for a snake 
named Hitler... . Wich 
happy event'll come off a 
heap quicker if we keep slap- 
pin’ those bucks into bonds. 
Buy one today! 


Your Client 


Producers of the World's Finest Blanko 


Use Bondzo as a cen- 
a tral theme in 1944 for 
small newspaper ads, or 
drop him plunk into a corner 
of larger space. Bondzo, the 
pup, would fit ideally with 
Blanko, the Dog Food. But 
we feel that the novelty of his 
technique, the sincerity of his 
philosophical approach, and his 
unquenchable enthusiasm in 
boosting war bonds, will make 
him click as a wartime mes 
senger of good will for any one 
of a dozen other products. He 
demands attention, and will get 
it, wherever he is. In fact, this 
ad is his idea, and he writes his 
own stuff. I just draw him 


Client, dear client, come roam with me 


Waltz me around agin the ass, 
And Congress can fergit a wi taxes 


L 


Send for FREE booklet. Si 


“HUMOR: WARTIME AD- 
VERTISING WEAPON” 


Saul eee. 
333 N. MICHIGAN AVENUE 
CHICAGO 1, ANDOVER 3337 


Lae 


is 


WANTED: 


| planned, with other media to follow. 


Greyhound Local 
Campaign Develops 
Into Nationa! One 


Cleveland, Dec. 22.—A _ public 
relations thetne first presented by 
Atlantic Greyhound in the East has 
created so much interest among 
other operating companies of Grey- 
hound Bus Lines that they have 
adapted it to their advertising pro- 
grams and it is fast assuming the 
character of a national campaign. 

In this respect, as in its theme, 
the development is unusual because 
while Greyhound uses national ad- 
vertising, the 15 separate operating 
companies localize their copy to 
meet conditions peculiar to the ter- 
ritories they serve. 

The first advertisement of the 
series carries the caption, “Can You 
Picture (name of state) Without 
Highways?” Others stress the serv- 
ices rendered the public by schools, 
farms, newspapers and police. Later 
it is planned to highlight various 
industries. 


Lauds Newspapers 


Typical of the approach used is 
that in the advertisements paying 
tribute to newspapers, after point- 
ing out that “without our mod- 
ern communication systems and 
particularly our newspapers it 
would be next to impossible to find 
out what’s going on,” adds: “All of 
|us should feel proud of the fine job 
newspapers are doing to keep (name 
of state) in touch with the times. 
It’s a strong and free press, serving 
free people—one of the first things 
the dictators would suppress if they 
had the chance! And it would be 
hard to over-estimate the part 
played by (name of state) newspa- 
pers in furthering the war effort.” 

Then, after declaring that “vast 
numbers of people buy these papers 
—far greater numbers read them,” 
Greyhound ties in its message by 
saying: “For this reason Greyhound 
depends upon these newspapers to 
carry its information on bus service 
to those in (name of state) who 
travel. Greyhound, in turn, carries 
many newspapers to rural areas not 
served by other transportation.” 


Greyhound this month is running 
quarter-page copy in large news- 
papers and 250-line advertisements 
in small dailies between Chicago 
and the West Coast to announce 
that in the future Union Pacific 
Stages, Chicago & North Western 
Stages and Interstate Transit Lines 
will be known as Overland Grey- 
hound Lines. Insertions are schea- 
uled for twice this month in a total 
of 280 newspapers. 


In addition to its regular schedule, | 
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Crosley Hopes to DUQUESNE BEAUTY BACKS UP A SLOGAN 
Retain Both WLW 
and WSAI: Shouse 


Cincinnati, Dec. 22.—The broad- 
casting industry can be expected to 
put up a fight against the FCC 
ruling on multiple ownership of 
radio stations and Crosley Corpora- 
tion has not given up hope of hold- 
ing on to WSAI, according to James 
D. Shouse, vice-president in charge 
of broadcasting. 

Mr. Shouse, who returned to Cin- 
cinnati recently after spending 
almost five weeks in London as a 
special consultant for the OWI over- 
seas division, said the company “cer-| The Carnegie slogan, "the beer of good taste,” holds up its end of this 24-sheot 
tainly would not reduce any of poster for Duquesne Brewing Co., Pittsburgh, with the swim-suited damsel doing 
its broadcasting investments.” That| her share toward decoration. The poster was lithographed by Continental 
means, he added, that if Crosley is Lithograph Corp., Cleveland. 
forced to sell WSAI in order to 
retain WLW, it will purchase an- 


other station outside the Cincinnati| Names Geare-Marston Jones Joins Durstine 
listening area. “There have been ‘lad 
many offers for the WSAI proper-| ,Geare-Marston, Inc., Philadel-| Ken Jones, formerly account ex 


ties,” he said. phia, has been named to supervise| ecutive of Young & Rubicam ip 
The FCC rule against multiple the postwar planning program of| both New York and Detroit for five 
ownership of standard stations in Walker Brothers, Conshohocken,| years, has been named manager of 
the same primary listening area, Pa., producer of electrical construc-|the Cincinnati office of Roy §, 
announced late in November, is tion materials. Durstine, Inc. 
effective next June 1. 
Mr. Shouse indicated that his 
London visit was undertaken for an 
exchange of information with the 
British Broadcasting Corporation 
and government authorities on 
equipment recently built by Crosley 
for use by the OWI. It is said to 
include one of the most powerful 
transmitters in the world. Two 
Crosley shortwave stations, WLWO 
and WLWK, have been at the dis- 
posal of OWI for almost a year. 


Freer Succeeds 
Garland as FTC 
Chairman Jan. 1 


Washington, D. C., Dec. 24.— 
Robert E. Freer, youngest member 
of the FTC, will succeed Garland S. 
Ferguson as chairman Jan. 1, under 
the FTC custom of rotating the 
chairmanship annually among the 
five commissioners. 

Appointed in 1935, Mr. Freer first 
served as chairman during 1939, 
while the Commission was studying 
the motor vehicle and millinery in- 
dustries. He is one of the two Re- 
— members of the commis- 
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Senate interstate commerce com- : H : : 

salites, he had been named t the| high Hooper ratings .. . there still remain a 

FTC to All the unexpired term of few excellent network and spot availabilities, 
Get in touch with your Branham man now. 


George C. Mathews. Mr. Freer has 
1 SOUTHERN MARKET 


The announcements say that 
under the new name “unified iden- 
tity will be given to the three com- 
panies which for the past 14 years | 
have carried more traffic over the) 
historic Overland route between | ‘ 
Chicago and the West Coast than 
any other bus system. As a result 
of this change, bus travelers here 
will benefit from Overland’s asso- 
ciation with the nationwide network 
|}of the Greyhound lines which em- 
| braces 60,000 miles of scheduled 
routes traveled by 3,750 modern 
| highway coaches.”’ 
| Through purchase of stock from 
|Union Pacific Railroad, the Grey- 
| hound Corporation, parent company 
of the Greyhound Bus Lines, re- 
cently acquired substantial minority 
interests in Interstate and Union 
| Pacific Stages. 

Beaumont & Hohman is_ the 
| agency. 


Gardner Joins Mutual | 


|pany, New York, has appointed 


long been a specialist on transporta- 
tion, and in 1933 was an assistant to | 
According to J. Walter Thompson Company's 
recent compilation of No. 2 War Ration Books, 
Vanguard Advertising, New York 


\ 
\ 
\ 
Joseph B. Eastman, then Federal \ 
| 
Vanguard Appointed \ 
\ 
\ : 
rt \ Houston, a city of 607,033 people, leads all 
for an advertising campaign on \ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
' 
\ 


Little Manual Publishing Com- 


Coordinator of Transportation. 

‘Why Be Short” by Paul O’Neil. | Southern metropolitan markets in population. 
Newspapers, magazines and direct 

mail will be used. 


—_—_—— 


Joins Fulton, Morrissey | 

Delphine Carpenter, formerly | 
with the war finance division of | 
the Treasury Department, Washing- | 
ton, D. C., has joined the copy staff | 
of Fulton, Morrissey Company, Chi- 
cago. 


\ 
—$___. \ 
Hackett Named V. P. | \ 

Cecil Hackett, formerly managing | 1 
director of Station WINS, New \ 
York, has been elected a vice-presi- | ' 
dent and director of radio sales of 


Abbott Kimball Company, New BUY BOTH! KXYZ AND KRIS, CORPUS CHRISTI — A MONEY - SAVING COMBINA 1ON 
York. 


| Margaret Gardner, formerly with 
the Hollywood office of Tom Fizdale 
,and previously western editor of 
| Movie Radio Guide, has joined Mu- 
tual Broadcasting System, New 
York, as trade news editor, succeed- 
ing Richard Kuntsman, who has 
joined the Army. 


Joins West-Marquis 
| T. L. Stromberger has resigned 
as advertising manager of Union Oil 
Company, Los Angeles, to become 
an account executive with West- 
Marquis, Los Angeles agency, effec- 
tive Jan. 1. He was with the oil 
company for 14 years. 


Buse Appoints Ellis 


Gus G. Buse Corporation, Buffalo, 
N. Y., producer of K&B coffee and 
K&B Best flour, has named Ellis 
Advertising Company of that city] 
to handle its advertising in 1944. | 
Use of radio and direct mail is 


—_ 
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Marlite Immune 
to—You Guessed 


lt—Blurmites! 


Dover, O., Dec. 22.—Everybody 
,1as heard of termites and now, in 
urrent, dramatic national copy, 
nany more are getting to learn of 
Blurmites. 

Blurmites, triumphantly explains 
Marsh Wall Products, Inc., maker 


of Marlite, are destructive agents, 
too, being the mild acids, most 
hemical fumes, oils, grease, disin- 
fectants and dirt that can play 
havoc with ordinary surfaces—but 
not Marlite. The name, the com- 
pany agrees, is fanciful, but says 
the damage Blurmites can do is real 

and that’s the theme of Marlite’s 
current campaign. 

Copy emphasizes that because 
Marlite isn’t ordinary, it isn’t 
affected by the Blurmites. Empha- 
sized, also, is the job high-heat- 
bake finished Marlite is doing every 
day in war plants, hospitals and 
other buildings where “ordinary 


wall materials would be easy prey 
for Blurmites.” Copy appears in| 
current issues of American Builder, | 
Architectural Forum, Building Sup- | 
ply News, Chain Store Age, Factory | 
Management & Maintenance, Insti- 
tutions, The Plan, and Wood Con- | 
struction. 


Mutual's 1943 | 
Sales Estimated _ 
at $14,000,000 | 


New York, Dec. 22.— Mutual} 
Broadcasting System’s 1943 total | 
sales will exceed $14,000,000 — an | 


increase of more than 40% over| 
1942 Miller McClintock, MBS 
president, asserts in a 


MBS activities during 1943, which 
was issued this week. 

By this month, it was reported, 
the number of MBS station quarter- 
hours of sponsored broadcasting | 
was increased to 10,703, compared | 
with 5,621 in December, 1942, an| 
increase of 90.4%. Some of this 
addition in sponsored station-hour 
time was due to the enlargement 
of the network’s facilities. This 
year Mutual added 15 affiliated sta- 
tions, and became affiliated with the 
36 stations of Radio Mil, Mexico. 
MBS now has 211 stations in the 
United States, Canada and Hawaii. 

During the first 10 months of this 
year, the report disclosed, 1,468 
war-effort programs, totalling al- 
most 642 hours, were presented over 
the network’s facilities. 


review of | 


Buys Huge Timber Tract 


Purchase by the St. Regis Paper 
Company, New York, of a tract of 
109,000 acres of timberland near 
Tacoma, Wash., and the projected 
reopening of the company’s Tacoma 

ip mill are expected to help 

lve the nationwide paper short- 
ge, particularly .in the field of 
per containers. An _ additional | 

0,000 tons of pulp for the manu- 

‘ture of specification kraft paper 

expected to be made available 


nually. 


NATIONAL COVERAGE 
( MERICA’S SEVENTH INDUSTRY 


ite for Sample Copy = Chicago, Ill. | 
| 


Private Lines 


Reports from various sections of 
the country show that the expected 
Christmas tree shortage turned into 
a glutted market in many cases. 
People who’ve never been in the 
holiday business before, attracted 
by easy money this year, started 
selling trees from trucks parked at 
street corners. A lot of distributors 
and retailers wound up with surplus 
stocks, even after high prices 
tumbled. 

% a * 

Another step in smoothing out op- 
erations of the major airlines was 
taken in Chicago last week when 
U. S. and Canadian companies set 
up .a non-profit Airlines Clearing 
House, Inc.—to consolidate inter- 
airline passenger accounts covering 
trips here and in the Dominion. 
Lowell N. Harter, formerly with In- 
ternational Business Machines, will 
head the organization. 

* * * 


Price violations in the clothing 
industry have become one of OPA’s 
major headaches, according to Paul 
A. H. Shults, who is taking over as 
acting area director in Chicago. OPA 
officials there have opened a drive 
against alleged violators among 
both manufacturers and wholesalers, 
while 327 complaints charging sales 
at above-ceiling prices have been 
filed. Treble damage judgments 


have hit nine wholesalers of wo- 
men’s wear. 
os oa oa 


Bottlers of carbonated beverages 
have in preparation another drive 
to be backed by newspaper adver- 
tising and radio announcements 
urging the public to return “slacker 
bottles” to dealers to relieve the 
pressure on manufacturers of bot- 
tles. The first campaign, conducted 
last fall, was a tremendous success, 
but the second is necessary because 
of the huge numbers of bottles go- 
ing overseas. The present rate is 
6,000,000 gross annually. 

* * * 

You can look for open warfare 
between the small loan companies 
and the banks from now on, much 
of it in the legislative and legal 
fields. Between seven and nine 
thousand banks are reported mak- 
ing small personal loans now, and 
while the loan companies expect to 
lose a portion of their business to 
the bankers, they aren’t planning to 
give up without a struggle. They’re 
particularly annoyed at what they 
assert are misleading interest rates 
advertised by bankers. 

cg * * 


Retailers who have opened stores 
since the start of the war have a 
champion in R. J. Cameron, head 


of the Merchandise Mart’s house- 
ware group in Chicago. He is urging 
manufacturers and jobbers to allot 
at least 5% of their goods to new 
storekeepers even though estab- 
lished outlets can’t get all the mer- 
chandise they could sell. 

Bo oe a 

The W.C.T.U. sees the current 

Congressional investigation of the 
liquor industry as a “vast plot” 
inspired by the industry itself for 
the purpose of renewing whisky 
production. Previous plots, says 
the temperance union, almost suc- 
ceeded but failed because anti- 
liquor groups “exposed” them. 

* co 


FAA Names Chairmen 


J. M. Easton, Northern Trust 
Company, Chicago, has been named 
advertising chairman of the Finan- 
cial Advertisers Association by the 
new president, Lewis F. Gordon, 
vice-president of the Citizens & 
Southern National Bank, Atlanta, 
Ga. Nine other committee chair- 
men have been appointed and 29 
members have been elected to the 
FAA’s Senior Advisory Council. 


Elected R&R Directors 


Donald D. Stauffer and Heagan 
Bayles have been elected directors 
of Ruthrauff & Ryan, New York. 
Mr. Stauffer joined the agency in 
1941 and Mr. Bayles in 1933. Both 
are vice-presidents in the agency’s 
radio and managerial divisions. 


39 
Fada Uses 25 Dailies 


Fada Radio & Electric Company, 
Long Island City, N. Y., is running 
a limited institutional campaign in 
25 newspapers in cities as far west 
as Chicago, using 56-line insertions. 
Copy urges: “Place your faith in 
the Fada radio of the future.” 
Sternfield-Godley, Inc., New York, 
is the agency. 
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nothing to sell 
but... 
paradoxically 

we are selling it. 
In newspapers, 
ads by the dozen 
featured NBC’s 


But that wasn’t all. 
One hundred 
and ninety one 


(like the one shown) 
with sixty one 
changes of copy, 
told the story 


that keeps KFI 
at the top of 
the listener list 
among all 


N. B. C. Affiliate 


640 KILOCYCLES 


(Zl we have 


“Parade of the Stars.” 


twenty-four sheet posters 


of KFl’s and NBC’s 
program leadership. 
It’s promotion like this 


Western radio stations. 


K F I 


LOS ANGELES 


50,000 WATTS — CLEAR CHANNEL 


Fonte ©. Grating, Me 


EDWARD PETRY & CO., INC. 
NATIONAL REPRESENTATIVES 
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Frederick Named 
Director of OWI 
Program Office 


Washington, D. C., Dec. 22.— 
David Frederick, former publisher 
of Tide, has been appointed director 
of the OWI’s Office of Program 
Coordination, Palmer Hoyt, director 
of the domestic branch, announced 
today. 

Since retiring from participation 
in Tide, Mr. Frederick has been 
with the U. S. Treasury engaged in 
a project to simplify income tax 
report blanks. He retired from Tide 
last summer after five years as pub- 
lisher and two years as editor. 

As chief of the OPC he will have 
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charge of allocating all media for 
government information programs. 
ame position had been vacant since 
the recent promotion of Robert 
Ferry to assistant director of the 
domestic branch. 

Mr. Hoyt also revealed that Crane 
Hauseman, who had been acting 
chief of OPC, will now become 
chairman of the OWI planning and 
review committee, the organization 
which determines policies for gov- 
ernment campaigns. Mr. Hauseman 
was formerly copy chief for Comp- 
ton Advertising and other agencies. 


Jackson Adds Duties 


Walter S. Jackson, advertising 


| manager of the Chesapeake & Ohio 


| has 


and the Pere Marquette Railways, 
also been named advertising 
manager of the Nickel Plate Road, 
with headquarters in the Terminal 
Tower, Cleveland, O. 


Names Kleppner Agency 
Rogers Imports, New York, dis- 

tributor of Peterson’s pipes and 

manufacturer of Air-Tite tobacco 


pouches and other smokers’ articles, | 


has appointed Kleppner Company, 
New York, its agency. 


Joins Ferry-Hanly 

Dr. D. Olan Meeker, medical di- 
rector, National Druk Company, 
Philadelphia, has resigned to be- 
come medical consultant of the 
ethical products division of Ferry- 
Hanly Company, New York. 
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IDURING 1943 . . . 62 NATIONAL 
ADVERTISERS USED THE ITEM 
ALONE IN LYNN 


American Meat Institute 
Armour’s Star Meat Products 


Baker's Vanilla 
Bell-ans 
Bombo Huskee Dog Food 


Cain’s Mayonnaise 
Chandler's Salad Dressing 
Clorox 

Cuticura Products 


Dexter Tobacco 

Dixie Oleomargarine 

Dr. Edwards’ Olive Tablets 
Dr. Scholl’s Zino Pads 

Dr. Scholl's Salvex 

Duff's Mix 

DuPont Paints 


Fasteeth 
Fitzgerald’s Beer and Ale 
Flako Products 


Genessee Beer and Ale 
Gold Medal 

Glenwood Cabinet Heater 
Greyhound 

Gro-Pup Dog Food 
Grove’s Vitamins 
Gulden’s Mustard 


Hellman’s Mayonnaise 
Hope Denture Powder 
Holihan’s Light Ale and Beer 


Ice-Mint 


a | 


Kelloggs All-Bran 
Kelloggs Corn Flakes 
Kool-Aid 


Mrs. Grass’ Noodle Soup 
Marvels 

Meone’s Emerald Oil 
Musterole 


National Biscuit Shredded Wheat 
Noonan’s Lemon Shampoo 
Nature’s Remedy 


O-Cedar Products 


Pal Blades 

Pazo 

Personna Blades 
Pontiac 


Reod Magazine 

Ren Virgin Rum 

Royal Baking Powder 
Rumford Baking Powder 


Schlitz Beer and Ale 
Schwartz Kil-ve 
7-20-4 

Siroil 

Soapine 

Statler Tissues 
Statler Towels 
Sterling Salt 
Sulfanilimide 
Sunkist Lemons 
“weetheart Soap 


20th Century Bread 


Worcester Sait 


THE ITEM IS THE ONLY * 
A.B.C. NEWSPAPER IN LYNN 


The LYNN ITEM 


ESTABLISHED 


1877 


LYNN, MASSACHUSETTS 
Represented by SMALL, BREWER and KENT, Ine. 


Chicago New York Boston 


San Francisco Los Angeles 


C&0 Campaign 
Attracts Record 
Public Acclaim 


(Continued from Page 1) 
political instead of a business basis. 

Asking “What’s behind it all?” 
the railroad offers this explanation: 
|*Most advertising with which you 
lare familiar sells things—automo- 
biles, cans of soup, breakfast foods. 
This advertising of the C&O and its 
associated roads sells ideas. And 
the ideas it is concerned with have 
‘a direct bearing on the future pros- 
perity of all who are connected with 
the railroad. 

“It is obviously in the interest of 
railroad employes, management and 
stockholders alike that our railroads 
be kept financially sound and free 
from political domination. . The 
C&O management believes. these 
ideas to be equally in the interest 
of the public.” 


‘Deep-Rooted Belief’ 


And the public response, the road 
continues, is not due entirely to the 
eloquence of the copy but “even 
more to a deep-rooted American 
belief in the principles of free 
enterprise—in the right of every 
|}man and every company to ad- 
j vance, through responsible service 
| to others, in a land of freedom and 
opportunity.” 


The ad entitled “Missing” brought 
in more than 2,000 letters, C&O 
officials said, all but a few of which 
praised the message, and the adver- 
j;tisement was reprinted free of 
|charge by 78 newspapers. More 
than 80,000 reprints were sought for 
war bond sales, blood donor drives, 
| for posting in war plants, and other 
| patriotic purposes. To date, 22 re- 
| quests have come in for permission 
to read the text over radio pro- 
grams. 

The railroad magazine, starting 
its 29th year of publication with a 
|streamlined, pocket-size January 
| issue, hereafter will be issued in 
|three editions, with news in each 
| restricted to the particular road to 
| Whose employes it is sent. Unlike 
|the previous magazine, the new 
| “Tracks” will contain no advertis- 
| ing. 
Dunn & Co., New York, it is dis- 
| tributed free to employes. 


handles the railroad’s advertising. 


Weber to Burnett; Hause 


New Armour Ad Manager 


James E. Weber, advertising 


James E. Weber Donald B. Hause 


in an executive capacity. Donald 
|B. Hause, who joined Armour in 
*39, has been named advertising 
manager, effective Dec. 20. 

Mr. Weber served as assistant ad- 
vertising manager of the meat pack- 
ing company for four years prior to 
his taking over managerial duties. 
Mr. Hause, prior to joining the com- 
pany, served 14 years with Sprague 
Warner Division as advertising man- 
ager, assistant sales manager and 
|in charge of merchandising for its 

voluntary store chain. During 1938- 
| 39 he was with L. W. Ramsey Com- 


|}pany, leaving the agency to join | 
Armour in September, 1939. As 
assistant advertising manager he 


has handled advertising of Armour 
creameries and sausage factories 
| and merchandising of Armour’s na- 
| tional promotion to the sales organ- 
| ization. 


| Made KXOK Manager 


Cc. L. Thomas, who has been as- 
|sociated with the St. Louis Star- 
Times Publishing Company 
| tions, KXOK, St. Louis, and KFRU, 
Columbia, Mo., for seven years, has 
| been named manager of the former 
|outlet. In addition to his new as- 
|signment he will retain his present 
| duties at both stations. 


Advertising Age, December 27, 1943 
SIGN FOR FIRST AMI RADIO SHOW 


Ses ne 


At the signing of the contract for the American Meat Institute's first radio show, 
over the Blue Network starting Jan. 16, are, left to right: (standing) Norman 
Draper, AMI public relations director; Frank Ferrin, radio director, Leo Burnett 
Co., the agency; Norman LeVally, Burnett account executive; Joe Hartenbower, 
Blue Network sales department; and William Kinnard, Institute advertising 
director; (seated) James L. Stirton, Blue central division program manager: 


Published monthly by Geffen, | local retailers are hoarding whisky 


| whisky being sold today is bootleg 
| Kenyon & Eckhardt, New York, } 


manager of Armour & Co., Chicago, | 
since 1939, has resigned to join Leo 
Burnett Company, Chicago agency, 


Wesley Hardenbergh, AMI president, and Leo Burnett, agency president. (Story 
on Page 36.) 


Distiller Tells 
Public Plight of 
Retail Dealers 


Chicago, Dec. 22.—A _ double- 
barreled message, one explaining 
how the current whisky shortage 
affects the retailer, the other offer- 
ing to sell 10,000 cases of whisky 
to licensed Chicago dealers at OPA 
prices—with the additional purchase 
of a $100 war bond for each case 
secured—is contained in 1,000-line 
copy run in Chicago dailies last 
week by Carter Distilling Company. 

Each dealer is restricted to the 
purchase of five cases of Ben 
Franklin blended whisky. In dis- 
posing of the stock, the company 
hopes also to be instrumental in 
selling $1,000,000 worth of war 
bonds. 

The caption declares that “Your 
bottle of whisky has gone to war— 
if you must blame someone, blame 
Hitler and Tojo, not your neighbor- 


hood liquor dealer.” Using the 
“true and false’ technique, it re- 
futes such current rumors as that 


to sell it later at higher prices; that 


liquor; that liquor wholesalers and 
distillers are to blame for the short- 


lage; that, package stores charge | 
|more than ceiling prices, and that 
|local bars try to charge exorbitant | 


prices for bottled goods. 
It also points out that since Oct. 


8, 1942, all distillers have been 
engaged in making alcohol for 
munitions, medicine and synthetic 


rubber, that the liquor industry is 
one of the largest sources of reve- 
nue both to state and federal gov- 
ernments, and that the shortage of 
bottles has aggravated the whisky 
situation. 

In addition to placing copy in the 
dailies, Carter has sent 10,000 re- 
prints of the advertisement to Chi- 


| copy is the statement: “Dealers dis- 


sta- | 


cago liquor dealers. Included in the 


playing this advertisement have 
pledged themselves to sell their 
products at ceiling prices and prom- 
ise their complete cooperation in 
helping to stamp out black markets 
\in order to protect their own in- 
vestment as well as those of others 
in the industry.” 

Carter Distilling Company was 
formerly operated by Walter P-. | 
Powers, which handled cordials and | 


the whisky brands, Wood-Stock, | 
Ben Franklin and Cedar Creek. | 
During 1942 the company’s sales | 


volume totaled $1,750,000. In the 
six months since it was taken over 
by Carter Distilling, sales mounted 
to more than $7,000,000. 

Midland Advertising Agency, Chi- 
| cago, is in charge of the account. 


G. F. Advances Two 


Edward L: Johnson, formerly 
|}saleés manager’ of the Minneapolis 
office of General Foods Corporation, 
New York, has been named sales 
manager of the company’s Detroit 
district. George L. Conrad, for- 
merly General Foods district rep- 
resentative in Akron, O., has been 
named to Mr. Johnson’s former 
post. 


E. H. Fitch Promoted 

Edward H. Fitch, formerly oper- 
ations manager of the combined 
automotive, aviation and govern- 
ment sales divisions of B. F. Good- 
rich Company, Akron, O., has been 
named merchandise manager of the 
three divisions. 


| waukee, 


‘Atlantic’ to Cut 
Book Copy from 
Newsstand Edition 


Boston, Dec. 23.—In the first move 
of its kind in the magazine field, 
Atlantic Monthly will eliminate 
serials and all publishers’ advertis- 
ing from its newsstand copies, effec- 
tive with the February issue, with 
the result that for each five news- 
stand copies, one extra subscription 
copy can be printed without using 
additional paper. 

Book publishers’ copy represents 
a substantial portion of Atlantic ad- 
vertising volume, and since the 
magazine guarantees only 100,000 
circulation and the new move will 
permit an increase in the subscrip- 
tion list to 110,000 or more On a 
total circulation base of 125,000, pub- 
lisher Donald Snyder feels that 
elimination of book publishers’ ad- 
vertising from the limited number 
of copies sold on newsstands will 
work no hardship on such adver- 
tisers. 

As a matter of fact, he plans to 
increase advertising rates on this 
type of account by 10%, in order to 
cover the additional 10,000 circula- 
tion which will be made available 
on the subscription lists. Book pub- 
lishers’ advertising in the Atlantic 
is carried at a rate substantially 
lower than that which applies for 
general display advertising. 


Graphic Arts to 
Study Outstanding 
Ad, Sales Plans 


Chicago, Dec. 21.—Case histories 
of outstanding advertising and sales 
promotion plans that have a bear- 
ing on postwar efforts form part of 
a new information service to be 
provided printers, lithographers, 
letter shop owners and others in the 
graphic arts industry by the Graphic 
Arts Market Research, a division 
of the Graphic Arts Association of 
Illinois. 

These plans, it was said, will be 
analyzed and, when possible, sam- 
ples of printed materials used wil! 
be sent out. Many fields will be 
studied for ideas and informati 
that may be converted to uses in th 
graphic arts industry, as well as in- 
formation on business trends. 

The GAMR plans to organize 
reference library as a source of in- 
formation to all subscriber-mem 
bers, with material dealing chiefl: 
at the present time with postwa 
planning. 


Hamilton ‘Adds Accounts 


The Kyle Corporation, South Mil 
Wis., has appointed thi 
J. R. Hamilton Advertising Agency 
Chicago, to handle its account. 

Great Lakes Varnish Corporatior 
Chicago, has also appointed th: 
Hamilton agency. Manufacturer o 
oil paints and paint specialties, th« 
company is now preparing a nev 
merchandising and advertising cam 
paign. 


SOUTH AMERICAN EXECUTIVE WANTED 
Man or woman able to handle complet: 
campaigns, including radio, for local adver 
tising agency in Medellin. Colombia. Salary 
low to start but living conditions are favor 
able and opportunity interesting. Spanish 
not essential. Interviews in New York. Box 
4472, ADVERTISING AGE, 330 W. 42nd St. 
New York 18, N. Y. 
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Advertising Age, December 27, 1943 


Full Page Ads | 
on Television 
Used by RCA 


New York, Dec. 21.—Hard on the 
heels of newsreel film of the 
Teheran conference and televised 
yroadcasts via NBC’s television sta- 
tion, NBT, of official Army films 
recording the momentous meetings, 
Radio Corporation of America last 
week employed full page advertise- 
ments in 16 newspapers in key cities 
across the country to give the public 
an idea of what television holds in 
store. 

Captioned “NBC television brings 
Teheran conference to thousands,” 
the advertisement was _ illustrated 
with a sequence of pictures showing 
the initial filming of the conference 
up to the moment the event was 
brought into the homes of television 
set owners in four states. The 
broadcast originated from NBC’s 
television transmitter atop the Em- 
pire State building. Philco’s trans- 
mitter in Philadelphia, Station 
WPTZ, picked up the telecast for 
the rebroadcast in that area. 

Saying “television demonstrates 
in thousands of homes how millions 
will see world events!” copy went 
on to promise that in the years 
ahead television will bring events 
from far-off places into one’s home 
while they are happening. 

“When this war is won, RCA will 
be in the forefront of those working 
to give you this ‘instantaneous’ tele- 
vision picture of world events,” copy 
says, citing the telecast of the 
Teheran conference as one of the 
most forcefull demonstrations yet of 
what television will mean in the 
years ahead. 

Ruthrauff & Ryan, which handles 
instrument (television, radio, phono- 
graphs) advertising for RCA, parent 
organization of NBC, placed the 
copy. 


Ward Joins Best Foods 


Ernest D. Ward has been ap- 
pointed manager, public relati.ns 
department, The Best Foods, Inc., 
New York. He previously was a 
member of the public relations staff, 
Equitable Life Assurance Society of 
the U. S. 


Farm Implement 
Makers Resume 
Product Copy 


(Continued from Page 1) 


increased as a result of more liberal 
quotas for materials assigned to the 
industry, repair and maintenance of 
equipment now in use will continue 
to be one of the major features of 
the farm program for 1943-44. 
There are no restrictions on the 
number of repair parts which a 
manufacturer may produce, but the 
material for parts comes out of his 
allotment, and hence will affect the 
number of new machines which 
may be manufactured. From 200,000 
to 250,000 tons of the total allot- 
ment of 900,000 tons will be used 
in the production of repair parts. 

Much of the current advertising 
addressed both to farmers and the 
implement trade lays stress on the 
necessity for repairing farm equip- 
ment now and getting it into condi- 
tion for service during the next 
planting and growing season. Like- 
wise, the need of sharing equipment 
with neighbors continues to be em- 
phasized as one way of meeting 
both the shortage of machines and 
the reduced supply of farm work- 
ers, 

One phase of the manpower situ- 
ation is the use of young or inex- 
perienced help on the farms. A 
safety campaign has been devel- 
oped by the J. I. Case Company to 
assist farmers to reduce the number 
of accidents, and posters on this 
subject are being distributed by 
Case dealers. Nearly 100,000 have 
been put into circulation in this 
way and through the efforts of 
county agricultural agents, Farm 
Bureau and Grange leaders, etc. 


Integrated with WFA 


Much of the advertising and pub- 
licity work being done in the farm 
implement field is integrated with 
the over-all program of the War 
Food Administration, which has 
been successful in coordinating the 
work of all branches of industry 


involved in the great food produc- 
tion program established for next 
year. Some of the WFA recom- 
mendations to manufacturers and 
dealers are as follows: 

“Stressing the objectives of the 
over-all campaign in advertising 
and literature directed at farmer 
groups. 

“Stressing through and by means 
of field forces and in all direct con- 
tacts, such as house organs and 
special mailings, with the farmers, 
the objectives of the maintenance 
and utilization campaigns. 

“Through house organs, trade 
papers and by other means, indus- 
try can recruit its own members 
in the campaign. 

“Implement, tire, petroleum, and 
farm building materials dealers, to- 
gether with other farm _ supply 
businesses, are urged to fit into pro- 
motional programs of their own the 
objectives provided by the over-all 
government -industry care, share 
and service campaigns.” 

Although initial production may 
not be heavy, Deere & Co., Moline, 
Ill., farm equipment manufacturer, 
revealed that it intends to produce 
and market cotton pickers in 1944. 

Carl H. Gamble, general man- 
ager of the company’s spreader 
works, said negotiations have been 
completed for manufacture of the 
spindle-type pickers under the 
Berry patent. Success of the ven- 
ture will pave the way for heavier 
production and merchandising in 
the postwar years when materials 
again become plentiful. 


Postwar Jobs Are 
First Requisite, 
Barton Tells AFA 


(Continued from Page 1) 
anticipating the end of the fighting. 
To you the idea of planning, of 
taking forethought, is nothing new. 
To you planning of itself is idle 
unless organized into united action. 
To you belong the skill and experi- 
ence of ‘making known to others’ 
in simple language the simple equa- 
tions into which most of the seem- 
ing complexity of postwar problems 
can be reduced.” 

Mr. Barton urged members to 
join with those who have already 
made a start in “realistic organiza- 
tion,” including directors of the 
Committee for Economic Develop- 
ment and the National Planning 
Association. 


Formfit Buys Building 

Formfit Company, Chicago, has 
purchased the Addressograph- 
Multigraph building, Chicago, add- 
ing to its recent acquisition of the 
buildings of the Aurora Corset 
Company, Aurora, IIl. 


Utility Advances Two 


Arthur Schneider has been named 
general sales manager and J. R. 
Pershall director of advertising for 
Public Service Company of North- 
ern Illinois, Chicago. 
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Salute Representative 


Reversing the more usual order of 
salutations, Stations KTUL, Tulsa, 
and KOMA, Oklahoma City, have 
scheduled a 1944 campaign in ad- 
vertising and other trade publica- 
tions which pays tribute to Free & 
Peters, Inc., their representative. 
Copy each month will feature a 
different member of the organiza- 
tion. 


Heads Bloomingdale’s 


James S. Schoff has resigned as 
president and general manager of 
The Fair, Chicago department store, 
effective Jan. 31, to become presi- 
dent of Bloomingdale’s New York 
department store. Hector Suyker, 
first vice-president of The Fair for 
the past two years, will become 
general manager. 


THEY GET 


7-BILLION 
FROM A FEW MILLIONS 


They get it from a market many of their 
big competitors have overlooked. Per- 
haps, you, too, are overlooking the 7-bil- 
lion dollars spent yearly by American 
Negroes. So find out how advertisers in 
Negro field are reaching biggest markets 
at littlest costs. Write today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York, and be ready 
for some startling, profit-revealing facts. 


CATALOGUES 
PUBLICATIONS 
GENERAL PRINTING 
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the Pilots Whe 
Fly forthe Fleet! 


“World’s Largest!” says the Navy 
of the Christi Air 
Training Center. It’s a Navy secret. 
WAVES and 
civilians are stationed here, turning 
out the pilots who fly for the fleet. 

But we do know the Navy has 
been a factor in shoving Corpus 
Christi into the big city class—now 
sixth among Texas cities over 100,000. 
In making up your next A Schedule 
for Texas, don’t overlook this pros- 
perous market. 


Se | 


Corpus Naval 


just how many sailors, 


CIRCULATION 


up 19% 


SINCE 1940 


The Caller-Times now 
provides more. than 
45,000 circulation 
among able-to-buy 
families. 


The 
Corpus Christi 
Caller-Times 


REPRESENTED BY 
THE TEXAS DAILY PRESS LEAGUE 


Price Lists 
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RG One of the largest, most efficient and completely Ny, Ane 
we equipped printing plants in the United States ae = MES 

Re (The former Rogers *9 Hall Co. Plant) 

‘ OUR SPECIALTIES Excellent Quality 
Catalogues Se a a robe Modern Equipment and Master 
Booklets Paper Covered Books ! : 

Flyers House Organs Quick Delivery 
Proceedings Convention Dailies Due to—Modern Automatic Machinery — 


General Printing 


Typesetting Always clean linotype and 
monotype. Standard and special type faces, if 
desired, from our own machines and type foundry 


Presswork We have the most modern presses 
to produce any type of printing job economically. 
Color presses, one or more colors, operated by 
master pressmen. 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy. 


Mailing If desired, we mail your printed 
matter direct from Chicago—the central point of 
distribution. The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 
presses print. 


NATIONAL 


PRINTING PRODUCTS CORPORATION 


Printers 


ONE OR MORE COLORS 


Day and Night Service. 
Right Price 


Due to—Superior Facilities and Efficient 
Management. 


Satisfied Customers 
Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, publication, catalogue, ad- 
vertising and mailing problems. LET US 
SOLVE YOUR PROBLEM. 


WE EXCEL 
IN OUR SPECIALTIES 
Let us estimate your printing needs 
large or small. 
obligation. 


- however 
Estimates place you under no 


LOCAL 


Dun & Bradstreet, Inc. Rates 
Printing Products Corporation 


Teleph - 
witech 0200 Polk and La Salle Sts., Chicago, Ill, “Wares: wa” 
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Dow Opens 2 Offices 


Dow Chemical Company, Mid- 
land, Mich., has opened sales offices 
at 20 Providence St., Boston; and 
1400 S. Penn Square, Philadelphia. 
Alfred A. Lawrence, with Dow since 


the Boston office and Alexandei 


Hold Lower Costs 
for Furnishings 
a Postwar ‘Must’ 


1940, has been named manager of | New York, Dec. 23.—Furniture 


ers, agency men, and others. 

A. W. Zelomek, economist for the 
Fairchild publication, set the theme 
for the special Dec. 27 issue with 
the claim that although the recon- 
version period presents many prob- 
lems, “the postwar outlook for 
American industry is favorable.” 


Wins ‘Parade’ Contest 


L. B. Moyer, advertising manager, 
General Electric Company lamp de- 
partment, Cleveland, has been 
awarded first prize of a $100 war 
bond in the readership contest re- 
cently completed by Parade. Sec- 


Advertising Age, December:27, 1943 


Hiram Walker 
Copy Hits 


Tie-in Sales 
Detroit, Dec. 24.—With the fv|) 


can be produced at lower cost by| “The problems won’t lead to a pro-|0M4_ and_ third awards, $50 war| knowledge and approval of every 


Leith Jr., with the New York office 


ne 


' »/ , , , . 7. , os ~ - wants a sales promotion manager now t& 
' This advertisement prepared under the auspices of the United States Treasury Department and the War Advertising Council plan for post-war business. 
He should have a bac kgreund of suce essful 
selling expenrence through a dealer organi 
zation and know how to plan and direct sales 
and advertising campaigns. He will start 
with a good salary conn $5,000) and his 
,oSt-war earnings will be limited only by 
+ ability to produce 
If you have these qualifications and are in- 
terested in a secure and profitable future 
with a reputable manufacturer of 35 years 
standing, write Box 4477. THIS PAPER 


since 1923, has been named man- employing methods used in the auto 


ager of the Philadelphia office. 


Upjohn Advances Two 
C. V. Patterson, vice-pres 


industry, and retailers must reduce 
overhead and mark-up if they are 
to compete with chains in postwar 
trade, according to industry leaders 


, whose opinions are reported in a 
ident P P 


: : special “Postwar Planning” issue of 
Company, Kalamazoo, Mich, maner | Retailing Home Furnishings 


of pharmaceutical products, 


been made vice-president and direc- : me 
E. H. Shellack| be lowered is the general opinion 
board of|of the more than 80 trade authori- 


tor of production. 
has been named to the 


has That tomorrow’s cost of home 
furnishings to the consumer must 


directors and made vice-president| ties quoted by the publication, in- 


and director of sales. 


cluding store executives, retail buy- 


tracted depression,” he added, “and 
any unfortunate factors are purely 
temporary.” 

A suggestion that retail stores set 
up “postwar centers’ where cus- 
tomers can keep posted on products 
planned for peace, is made by 
William B. Cashman, manager of 
advertising and sales promotion 
for Landers, Frary & Clark, New 
Britain, Conn. Such centers would 
be useful in warning the public 
against misinformation about future 
production plans, he said, including 
the “drafting-board dreams.” 


bonds, went to Charles H. Butler, 
Stockton, West, Burkhart, Cincmnati 
agency, and Catherine M. Chille, 
advertising department, Lever Bros., 
Cambridge, Mass. 


Names MacDonald-Cook 


Wheary, Inc., Racine, Wis., maker 
of trunks and luggage, has named 
MacDonald-Cook Company, Chicago 
and South Bend agency, to handle 
its advertising. A schedule of black 
and white and color pages is being 
run in national magazines and trade 
publications. 


STARTING JANUARY I8TH 


are better fitted 


IT’S UP TO YOU! 


TARTING January 18th, it’s up to you to lead the 
men and women working in your plant to do them- 
selves proud by helping to put over the 4th War Loan. 
Your Government picks you for this job because you 


than anyone else to know what your 


employees can and should do—and you're their natural 


leader. This time 
meet a definite q 


‘+, your Government asks your plant to 


uota—and to break it, plenty! 


If your plant quota has not yet been set, get in touch now 
with your State Chairman of the War Finance Committee. 

To meet your plant quota, will mean that you will have 
to hold your present Pay-Roll Deduction Plan payments 
at their peak figure—and then get at least an average of one 
EXTRA $100 bond from every worker! 


That's where y 


our leadership comes in—and the lead- 


ership of every one of your associates, from plant super- 
intendent to foreman! It’s your job to see that your fellow 
workers are sold the finest investment in the world. To 
see that they buy their share of tomorrow—of Victory! 
That won't prove difficult, if you organize for it. Set 
up your own campaign right now—and don’t aim for any- 
thing less than a 100°% record in those extra $100 bonds! 
And here’s one last thought. Forget you ever heard of 
10°,” as a measure of a reasonable investment in War 
Bonds under the Pay-Roll Deduction Plan. Today, thou- 
sands of families that formerly depended upon a single 
wage earner now enjoy the earnings of several. In such 
cases, LOC or 15°) represents but a paltry fraction of an 
investment which should reach 25°), 506%, or more! 


Now then—Up and At Them! 


Keep Backing the Attack!—-WITH WAR BONDS 


This space contributed to Victory by ADVERTISING AGE 


" 
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wholesale distributor of its me-- 
chandise in the United States, 
Hiram Walker, Inc., last week roe- 
leased the first of a series of adver- 
tisements in liquor publications 
taking a strong stand against the 
reported practice of wholesalers re- 
quiring the retailer to purchase 
unwanted merchandise to get prod- 
ucts which are in demand. 

The advertisement is unique in 
that every distributor of Hiram 
Walker merchandise has backed up 
the company’s policy in print. The 
ad carries the name of each over the 
company’s signature. 

Captioned, “You don’t have to 
buy unwanted merchandise to get 
Hiram Walker’s,” the advertisement 
says that such a practice is con- 
trary to company policy, and ap- 
peared in two-page spreads. 

Sherman K. Ellis & Co., New 
York, is the agency. 


C. H. REMBOLD 


Cincinnati, Dec. 21.—Chris H, 
Rembold, 88, secretary and treasurer 
of the Cincinnati Times-Star, and 
an employe of that paper for 67 
years, died in Holmes Hospital here 
Dec. 19, of pneumonia, after an ill- 
ness of only a few days. 

Mr. Rembold started working for 
the old Cincinnati Evening Star as 
a subscription clerk, later becoming 
accountant and then cashier of the 
Star, and remained in that position 
until that paper merged with the 
Times in 1880. After the merger, 
Mr. Rembold rose through various 
business office positions, until he be- 
came business and general manager, 
a position he held for more than 50 
years. He gave up the heavy duties 
as business and general manager 
shortly after the death of Charles P. 
Taft, former president of the paper, 
and served the newspaper as secre- 
tary and treasurer. 

In the last ten years of his life he 
was widely acclaimed as the oldest 
living newspaperman from the 
standpoint of continuous daily serv- 
ice on one newspaper. He was ac- 
tive in his work until the time of 
his last illness, seldom missing a 
day at his desk. 


JAY EARLE MILLER 


Chicago, Dec. 21.—Jay Earle 
Miller, a member of the editorial 
staff of the Chicago Sun since its 
inception, died today at the age of 
48 years. He was formerly asso- 
ciate editor of Popular Mechanics, 
American correspondent for Aero- 
plane, London, and publicity and 
advertising director for Federal Life 
Insurance Company, Chicago. 


GEORGE B. TUCKER 


Rochester, N. Y., Dec. 21.—George 
B. Tucker, 62, head of the Tucker 
Advertising Agency, died yesterday. 
He formerly handled advertising 
for Station WHEC, Rochester, and 
subsequently was with the Rogers 
Advertising Agency, which he ac- 
quired following the death last 
March of E. Claude Rogers. 


WAVERLEY W. HALLOCK 


Brooklyn, Dec. 23.—Waverly W. 
Hallock, 91, who retired in 1941 
as advertising manager of Western 
Newspaper Union, died of influen:a 
last week at his home here. 


GEORGE S. BRYAN 


Mt. Vernon, N. Y., Dec. 22. 
George S. Bryan, 63, author a! 
managing editor of the “New Stanc - 
ard Encyclopedia,” died today. 


ERNEST S. INGLIS 


Chicago, Dec. 23.—Ernest Stanley 
Inglis, 58, sales manager of tie 
Manufacturers News, Chicago, dicd 
yesterday. 
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OPPORTUNITY FOR / 


SALES EXECUTIVE 


e\ nationally-known manufacturer locate¢ 
in New York State, whose product is a semi 
luxury item costing from $2,000 to $12,000 
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PHOTOGRAPHIC 


CFAC PICKS ‘MISS ADVERTISING PIN-UP" 


LES 


The title of "Miss Advertising Pin-up Girl’ was won by Marilyn Sable of the 

‘Kiss and Tell’ cast, right, at the Christmas party of the Chicago Federated 

Advertising Club, held annually for the benefit of the Off-the-Street-Club. The 
other winners were: left, Lee Lampman, 2nd, and center, Dee Turnell, 3rd. 


LOOK OVER WAR CHEST COPY 


Full-page newspaper ads which helped raise over $3,000,000 for the recently- 

completed 1944 Cincinnati war chest drive get a final okay from Thomas Martin, 

art director, and Ranald S. West, vice-president and copy director of Stockton, 

West, Burkhart, who planned the series. The agency is granting free use of the 
copy for similar campaigns in other cities. 


REVIEW 
F THE 
WEEK 


ACCOMPANIES MAILER 


F. & M. Schaefer Brewing Co. is enclos- 
ing this full-color poster in a New Year's 
folder, which is being sent to all licensees 
in the New York metropolitan area. The 
mailing piece contai..s an inspirational 
message and an appeal for every one to 
work harder to help win the war. 


BACK LOCAL JEWELERS 


The te that 


fre built 


fl) © 8 WOR BONDS NOP WELT AMERICA WIN ON Time 


This advertisement of Hamilton Watch 
Co. appeared during the Christmas holi- 
days in four colors in The Saturday 
Evening Post and December issue of 
National Geographic. Copy warns read- 
ers to patronize their community jeweler 
to insure honest advice about the substi- 
tute gift merchandise now flooding the 
market. Batten, Barton, Durstine & 
Osborn is the agency. 


ATLANTIC POSTER GIVES 'OVER 38 'ERS' A PLAY 


CARS UNTHL 194-2 


_o ) your car. 


rs 


in Co. of Philadelphia throughout Atlantic's territory. 


and "keep it fit 


A'lantic Refining Co. offers some advice on car care in this new 24-sheet poster prepared and placed by Benjamin Eshle- 
A new note is struck in the illustration, with the use of the "over 
38-year-old type” of service station attendant supplanting the young men formerly featured in Atlantic posters. 
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COLOR PHOTOS FEATURE DEL MONTE DRIVE 


Del Mort DRIED eruits Dol Monte DRIED FRUITS 


AND RAISINS AND RAISINS 


au Coren ait mnt vase on pmuen FRU FAMILY 
ort MON = ontt Cor" ; 
; re apricots apricots 
~ pau 4 pEACHES pRUNES pEACHES 
0 RAISINS - RAISINS 


Color photographs, taken in prune orchards and vineyards just before packing 

time, highlight the new campaign of California Packing Corp. for its prunes and 

raisins. The opening advertisement appeared in the Dec. 19 This Week Maga- 
zine, with copy to follow in Look and SEP. (Story on Page 4.) 


SUPPORTS LEMON-LAXATIVE CAMPAIGN 


Lee mew = z& Sunhivt Lemons 


Magazines, newspapers and car cards, such as the one shown above, will promote 

Sunkist lemons as an excellent laxative. The theme is one of four major appeals 

adopted for the 1943-44 merchandising of the California Fruit Growers Exchange. 
(Story on Page 16.) 


REO TELLS WARTIME STORY 


Tradition... puts in a 


full day's work 


LAMSIme, MICHIGAN 


Emphasizing that its wartime skills later will give America “its best commercial 
transportation,” Reo Motors, Inc., Lansing, is running a series of large-space ads 
in selected newspapers and Fortune. An extensive list of business papers also 
is carrying the Reo story to industry. Grace & Bement, Detroit, is the agency. 
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tha War 


WHOLL BUY WHAT... 
FROM WHOM? 


O it’s going to be a platinum-lined, plastic- 
coated, helicopter-flying Post-War World? 
Maybe it is... 


But this much we know now. 


when things get settled down. 


Comparing pre-war competition to post-war 
competition is like comparing muted violins to a 
brass band. 


The Manufacturing Plant of America will be 
tremendous. Competition will be keener than ever 
before. Vastly expanded war plants will cast 
about into other industries for new outlets and 
markets. 


New methods, new products, new materials, new 
packages and new names will come into being. The 
American consumet will have a greater choice, 
greater variety, better quality and eventually lower 
costs than ever before. 

Nobody can hold back the hands of the clock of 

Progress. 
"Just as new and greater products and trade marks 
came out of World War I, they will come out of 
World War Il. 

Just as older, solidly-established companies and 


products were outrun after 1919, so they may be 
outrun after this war. 


Who'll buy what, from whom? 


Wartime scarcities of consumer goods, by bringing 


on an artificial seller’s market, have lulled many a 


manufacturer into a blissful dream. 


Where once people weighed, sifted, compared 
and shopped, now they must take almost anything 
they can get in many lines. 


But after the war? Competition will turn the pic- 
ture upside-down. Post-war competition will put 
the buyer in the saddle, with the whip of supply- 
and-demand in his hand. 


And the manufacturer whose advertising fails to 
get out and dig (no matter how good the product) 


may well starve in the midst of plenty. 


When the going was tough 


The progress of Ruthrauff & Ryan was greatest dur- 
ing the “depression years.” Against all economic 
trends and business conditions, the billings of this 
agency climbed from 1929 (when we already had 
been in business 17 years) through 1943. 

Today our business is five times the 1929 figure 
... and our own progress is the reflection of our 
clients’ progress. 

In the successes of our clients, as well as in the 
factual, down-to-earth Ruthrauff & Ryan story, you 
may see new light on your own post-war problems 
... how your own advertising may be geared to your 
production, to mect the post-war brass-band com- 
petition. 

We would welcome the opportunity of telling 
you this story. 


tA 19 ‘ Kidhaauff € Kyan EZ 


NEW YORK ADVERTISING CHICAGO 
DETROIT ST. LOUIS CINCINNATI 
HOLLYWOOD SAN FRANCISCO SEATTLE HOUSTON TORONTO 


Clients of 
RUTHRAUFF & RYAN 


Acousticon Hearing Aids 
Allen Edmonds Shoes 
Alligator Raincoats 
Allstate Insurance 
American Airlines 
Auto-Lite Batteries 
Auto-Lite Spark Plugs 
Autopoint and Realite Pencils 
Bay Manufacturing Co. 
Bild-A-Set Toys 
Binyon Optical Co. 
‘blue coal’ 

Blue-Jay Foot Products 
Bozeman Canning Company 
Bromo-Seltzer 
Brown-Forman 
Distillers Corporation: 
Old Forester, King Black Label 
and Early Times Whiskies 
Canadian Pacific Railway Co. 
Chrysler Corp. (Dodge Div.) 
Dodge Passenger Cars 
Chrysler Corporation (Institutional) 
Dictograph Interior 
Communication Systems 
H. Fendrich, Inc. 
Florence Stoves 
French Lick Springs 
G. Washington’s Instant Coffee 
and Cafémelo 

The Gilmore Oil Co. 

The Globe-Wernicke Co. 
Goodall Fabrics 
Griesedieck Bros, Beer 
Interstate Brewery Co. 
Ken-L-Ration Products 
Krim-Ko 
La Corona Cigars 
Lever Brothers Co.: Rinso, Spry, 
Lifebuoy Health Soap, 
Lifebuoy Shaving Cream, Covo 
} Lever Brothers Ltd. (Canada): 
Rinso, Lifebuoy, Lifebuoy Shaving 
Cream, Sunlight 

Marcus Campbell Co., 
Publishers 
Arthur Murray School of Dancing 
Noxzema 
Oshkosh B’Gosh Overalls 
Pall Mall Cigarettes 
Palm Beach Suits 
Prest-O-Lite Batteries 
The Quaker Oats Company: 
Quaker Oats 
Mother's Oats 
Quaker Oaties and 
other cereal products 
Radio Corporation of America: 
Radios, Phonographs, 
Television Instruments 
Red Arrow Proprietaries 
Reliance Mfg. Co. 
Rhythm Step Shoes 
Robt. Reis and Co. 
Ruppert Beer and Ale 
Savings Banks Association 
of State of N.Y. 

S. A. Schonbrunn & Co., Inc. 
Southern Select Beer 
Sterling Beer and Ale 

Toledo Steel Products Co. 
U. S. School of Music 

Universal Zonolite Insulation 
Virginia Dare Wines 

Wadsworth Watch Case Co. 

Wheeler-Osgood Lumber Products 
Wolverine Work Gloves and 
Work Shoes 

Wm. Wrigley Jr. Co. 
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